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PART I-PLANNING THE 

SERIES AND WRITING 

THE LETTER 



Rousing Demand 

T^OWN at the bottom of all commercial success 
^^ there is Demand insistently tugging away. 
If Demand can be circumscribed and focused and 
tied to your product, you have done a big thing 
and middlemen by the score can no more stand 
against it than can a few layers of fleecy cloud 
keep Gravity from accomplishing its effective 
work. 

The manufacturer who neglects the dealer in 
any advertising campaign he may inaugurate is 
indeed lacking in foresight. "Forcing the trade" 
to carry a line has long since given way to better 
methods. Cooperation is better than coercion. 
But as a foundation for success nothing can take 
the place of a powerful consumers* demand. 

It is a significant fact that advertising is prov- 
ing anew the old adage that "the right will 
prevail," and there never was a time in all the 
history of business when it was so apparent 
that a better and larger success comes to the 
concern which works with uplifting and up- 
building methods. 
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HOW TO GET SALESMANSHIP 
INTO YOUR LETTERS 

By Philip W. Lennen 
AdTcrttfinc ICanager, The Royal Tailors 

HOW do I write my letters!" replied a famous 
sales manager to my inquiry; **I breathe a little 
real life into them — ^that's all. 

**The type stick and the two-cent stamp are quite 
as mighty as the sample case and the Pullman coach. If 
the salesman's personality, the salesman's methods of 
argument and line of talk sell goods in a personal ap- 
peal — ^they ought to sell goods in a personal letter. And 
so I put life — ^the salesman's life — ^the salesman's enthu- 
siasm and glowing personality — ^into every missive I 
send out." 

But the pity of it is, it is in this very life and human 
interest — ^this vital personality— that most of our letters 
are dismally weak. 

Almost nine out of every ten letters you read now- 
adays have no individuality in them at all — ^and do not 
even seem to pretend to have. They do not read like 
earnest, warm, personal appeals between live human 
beings; instead, the cold, stereotyped, printed-circular 
tone is stamped all over them. 

No salesman would everlastingly persist in using the 
same stock expressions, the same **I-beg-to-state," **re- 
gret-to-inform" style of interview, paragraph and sen- 
tence. 
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10 PLANNING THE LETTER 

Yet that's what your average letter writer does. And 
even to such an extent that many correspondents would 
literally acknowledge their death warrant with *'Tour 
kind and valued favor received." 

Every effective letter writer dictates as he would talk ; 
puts into his letters the same enthusiasm, the same in- 
tensity, the same earnestness and sincerity he would in- 
ject into a personal appeal, if the customer were at his 
elbow listening to his words. That's the foremost prin- 
ciple in scientific letter writing. 

If a form letter is like a salesman, it should make its 
approach like a salesman ; it should state its proposition 
like a salesman; and it should get the customer's signa- 
ture to the order blank like a salesman. 

In other words, a successful letter does three things : 

First, it attracts attention. 

Second, it creates a desire for the goods advertised. 

Third, it turns the desire for the goods into a de- 
termination to place an order for them — ^not *'when I 
get to the office" nor "by and by "—but NOW. 

A great many letters, like a great many salesmen, 
make their greatest mistake at the very beginning. Their 
method of approach is so weak that they do not secure 
even a hearing. 

There are a thousand ways of beginning a letter, just 
as there are a thousands ways of beginning an inter- 
View. But nearly all these ways can be classified under 
one principle. 

The business psychologist tells us that every man 
is interested in his own troubles. '*Talk about a cus- 
tomer's needs or difficulties," says he, "and you will 
immediately get his attention." 

And right here lies the whole secret of attracting at- 
tention—of arousing interest and curiosity in the op&ir 
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ing i>aragrapli with which your letter greets your cus- 
tomer. Take for instance the opening sentences of a 
letter from a shoe store: 



Aftrtttentenee Th«r« is a raason - a r««l. T«lld r««son 

alat repels. wbj this gr««t stor* should %• th« cr««t stor* 

that it is. 



Another excerpt from a hardware store: 



A 9dji»h BATiBg Just olossd th« first six aonths of 

opening, our husinoss with « Tsry profitable showing. 



Why should you care why that particular store is 
great f How many men or women are interested in the 
fact that a hardware store was successful in the first six 
months of its career? What is there in either of these 
opening sentences to make the bui^ housewife or the 
business man sitting at a table piled full of letters, 
stop and read what follows T nothing! They do not 
establish a point of contact, mor show any need, nor 
strike us in any problem. 

Contrast the foregoing example with the following let- 
ter from a grocery store to a lady customer: 



This first Af tor you haTo your hroakfast dishos washod, 

^tnraara'ok your floors swopt, and your tods mado up, I should 

pw^uyruyn liks to haTO a BOBont of your tiao. You are an 

gets the cus^ oxoollont Judge of what is good to eat, and 

tomeit^s trieuh know when you are getting what you should f roa 

MrM«# /«VMM your grooer. To he saying and yet to set your 

mniu/Tvm table with healthful and dainty dishes for 

the start, your faaily — 



It is no wonder that a woman stops every task to read 
the whole letter, for it finds her in her own home, her 
own daily work, and her own daily needsw It touches on 
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12 PLANNING THE LETTER 

her biggest expense item and thus gets her interest from 
the very start Even more direct is the beginning of a 
letter which a large wholesale house sent out to its cus- 
tomers: 



Playing up^ B«oaui« you ar« a r«ffular eaatoa«r. yoa ar« 

the "you" in- •ntltlad to oxoIuiIto aonoy bonof Ita in a now aaA 
terest, iaportant •nterprlio. 



The second word in this paragraph is **You/' and the 
reader is likely to be attracted by it, for nothing is 
more interesting to him than himself. The pulling 
phrase, ** money benefits," strikes the reader's pocket- 
book, for it suggests a chance to save money, which is 
enough to interest the busiest man of affairs. More than 
this, it is not merely money benefits but ** exclusive 
money benefits,'' and at once the reader is complimented 
because he is taken from the ranks of common people 
and put into a special group for a special proposition. 
Most readers will want to go farther to learn just how 
to save the dollars and cents that this letter brings before 
them. 

An advertiser writes in today : 

Will not inter" I would like to show you our oompleto lino 

ami inAi^Ttrtmi 0^ Morrls ohftlrs. Wo haTo Just seoured sons flaa 

e9i\naijjerem articles whloh wo are sure will bo of great 

prospecif, interest to you. 

Now, if I had actually decided to buy a Morris chair, 
a letter like this might get my attention. But perhaps 
I had never felt the need for such a luxury. If so, a 
beginning like this would invariably lead not to a sale 
but to the waste basket. 

On the other hand, see how much more quickly a letter 
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like this — a letter on the same subject sent out by a dif- 
ferent concern — attracts the eye and brain : 

Artful pernta- What is aor« ■atlsf/lBc and raitful to t]i« 

Won tJurt /WL tlrad. OT«rwork«d ^uslnais man than a toft, 

jum tfwt at- ^ Morrli ohalr? 

fra/cti the fnan 

vJin had na ^^ ^* *^^* ^® •ItCt ^aok into its pillowy 

wrw /MM* wi/ depths with pipo or oigar and a good hook at 

tnUnjMn of hand - what groator f reodon f ron oaro and worry 

buying^ oould you aik? What groat or relaxation and 
oonfort for alnd and hody - oould you find? 

Votioo tho long, low linoi of this Morris 
ohair I haTo Just had aads up. 

This letter does not begin by trying to sell you some- 
thing. It does not attempt a tug at your pocket-book 
strings before it has even won your interest It tells 
you in an interesting way your need for a Morris chair. 
Then it tells you how letter writing supplies that need. 

If all men are selfish see that your letter appeals at 
once to the selfish instincts. If all men are mercenary^ 
show your reader at the outset the cold cash it means to 
him to read all you have to say. A letter for instance 
that starts oflf thus: ''I can save you $3^0 a month on 
your gas hUl'^ is sure to get attention. 

On the other hand we quickly cast aside a letter that 
begins — *^We beg to inform you that we have perfected 
a superior gas jet" — ^because such a statement as this is 
likely to be of very little interest to us at the moment it 
is read. I have all I can do perfecting my own goods 
without interesting myself in perfecting somebody else's 
wares. There is nothing that suggests any money-mak- 
ing chance to me in this beginning; nothing that ap- 
peals to my greed — ^thrift — ambition— enterprise. And 
into the waste basket it goes. 

After all, the point is merely an **A-B-C" principle 
of psychology. Talk about the other fellow and he is 
interested. Talk about yourself — and he stops his ears. 
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14 PLANNING THE LETTER 

But same letters fail even after they have secured 
interest. They begin right — ^they attract attention — 
they make us want ta know more about what the letter 
writer has to offer; but then they throw cold water on 
their good effect. They present the proposition so 
weakly and incompletely that no matter how real our in- 
terest in the article, we feel no temptation to buy. 

These letters cajole us into listening to the salesman's 
story ; they do not properly satisfy our desire for infor- 
mation about the proposition. A customer's interest 
and desire must be near the boiling point if you expect 
to get his order. Here is a specimen of such letter- 
writing strategy: 



ir«««««iA A#. Orowlntf ohlldr«]i ]i««A lots of tfood. «liol«- 

prtnntn^ »- ^^^^ ex«roi«« in th* fr««h air, and lots of 

tennontntne laucbtor and happlnoss. The groat suoooas of 

fifii ietUmee, this Outfit rosta on ths faot that it giT«a heth. 

Tha Tital iaportanoo of physioal doralop- 
■OBt to sueooss is eonins to ho reoognised aora 
and aoro. Brains without hrawn lack norro and 
snap and "go". Sound, strong nusoles are tha 
Tory foundat^ioB of oonfidonoa. aolf-rolianoa 
and will powor. 

On tha ethor hand, tha influonoa of tho aiad 
OB bodily wolfaro is Just as important. Tho 
ohild that runs and playa, ronps and laughs and 
is happy all day long, is tho one that grows 
fastest and keeps ohuhhy and healthy. And if 
you want the youngster to laugh, you aust giro 
hia soaething to laugh at. soaething wholesoae 
and healthy to oonoentrate his aind on and work 
off his surplus energy. Our Outdoor Ojranasiua 
How the readf' will solve the whole prohlea. It is the greatest 
jir'« ivtijimMi iM dsTelopaont of reoent years in the rearing of 
lu children. Don't withhold it - give your hoy and 

AmO. girl a hatter ohanoe and a happier childhood 

than you had. The doctor hills alone it saves 
will coTor the cost, to say nothing of the happi* 
BOSS it brings. 



Detailed description of this article is supplied in a 
catalog. The letter, therefore, after getting the atten- 
tion of the reader in the first paragraph, devotes itself 
to individual persuasion. Notice how the first two words 
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put the reader in a receptive mood with the dearest of 
all themes to the parent's heart. All the way through, 
the argument is clearly brought forth in the interest of 
the boy or girl. It is the health, happiness and future 
of the child that is at stake unless the proper recreation 
and exercise be provided. Fathers and mothers want, 
above all else, to make the most of their children, and 
welcome any possible sacrifice to give them added ad- 
vantages. The outfit will solve the problem. Therefore, 
the strong temptation is to get it. 

Of course, there are different ways of holding interest 
and creating desire for the goods, but whether it ac- 
complishes this end by description or by argument, it 
matters little so long as the end is reached. The letter 
that fails to do this is worse than useless. 

But you can not create this impression — ^you can not 
so make your customer see the goods— unless you will 
take the time and space properly to describe them. The 
greatest fallacy I know of in connection with the busi- 
ness letter is the idea that it should occupy only a cer- 
tain set space — and never more. 

Your proposition may require the investment of thou- 
sands of dollars— your letter may demand that the 
reader stake his earthly all. Yet there are some men 
who will calmly insist that you must say your say in, 
such and such a ntunber of words. 

There's no earthly use in sending out a letter at all 
if it does not properly tell its story. Better take a 
volume and make your point clear than force your 
reader to wade through five or six paragraphs without 
forming any definite idea of what you have to offer. 

I have seen and read letters twenty-five pages in 
length that were not too long — ^because they did the 
business ; because the proposition was so big and unusual 
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16 PLANNING THE LETTER 

that it could not be told in fewer words. There was no 
chance for inference or deduction. The matter involved 
so many thousands of dollars that every point and detail 
had to be fully understood and ccmsidered by both sides 
before an order was possible. And because the letter 
was comprehensive— it pulled. 

TeU your story in as few words as possible — ^but make 
sure above all things that you really tell your story be- 
fore you stop ! 

Yet more deplorable than your incomplete, indefinite 
argument is the description expressed in a flippant, 
jocular, pseudo-humorous vein — ^the correspondent **Joe 
Miller '^ that simply must make you laugh to make you 
buy. 

This is the kind of a letter that actually deals lightly 
with what it has to sell, that uses the very article it 
wants you to pay your good hard coin for, as the means 
for a frayed-out pun. 

Not content with telling you what the goods are, 
in an honest, straightforward way, it must get in some 
ancient gimcraok about them — ^it must make their name 
or quality the butt for an ill-timed witticism. 

Buying is no joke. No man wants to be grinned at 
when he is debating about the expenditure of a stiff 
sum of money. It is about the most serious work a man 
has to do — ^to decide whether to buy this or that article. 

And you must take him at his mood — ^you must talk 
to him as directly, as whole-heartedly, as he debates with 
himself. 

And the absurdity of it is, not one of these **funny** 
writers is ever able to tell definitely why letter writing 
should be made this miniature Puck and Punch game. 
Their only idea seems to be that it is the cleverness, the 
sparkle, the epigrammatic brilliance of a letter that 
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makes it pnlL Yet I believe that both you and I are 
itill to meet a shrewd, hardheaded business man who is 
investing his capital for the sake of reading other peo- 
ple's cleverness. 

What we want is the goods — ^not humor nor genius, 
nor literature. A homely, honest letter, even though a 
little rough and crude, that really tells its story and de- 
scribes its proposition, is far more likely to bring in 
the business than the brilliant, humorous effort that at 
best only makes us admire the writer and not the writer's 
goods. 

But there are some form letters, which, even though 
they comply with all the principles described above, 
never really induce us to do anything. They attract the 
attention — ^they create the desire for the goods; but some- 
how we feel that we might as well wait until we get a 
little more money or until business picks up, before we 
actually place an order. 

Such a letter lacks a strong, effective climax — Slacks 
some inducement or discount that would make us see the 
imperative need of getting in an order at once. 

The principle of climax is vital but simple. It is 
merely this; give the reader some proposition, some 
object, some argument, that will make him see that an 
order today is worth far more than an order tomorrow. 

It may be a cash discount ; it may be a premium ; it 
may be a special offer about to be withdrawn. Then 
again it need not require any mercenary sacrifice on 
your part at all, but merely an argument that shows the 
customer the hardship he must withstand or the profit he 
must lose every day he is without the article advertised. 

A splendid climax, requiring no discount or premium, 
can always be made by a letter that advertises a money, 
time or labor saving article. 
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For instance, a cash register sales letter says to the 
merchant : 



A definite of" A thing tliat will sar* you aoney tonorrow 

fiv ihnl hrifuiM ^tH •»▼• you aonay today. And tho soonor you 

'Tr**** ^ «•* ^^ *^« ■<>»'• «OBoy it will taro. Delays pay 

acnonnow, no diridonda — aot now! 



And the retailer does, 
puts it: 



Or the company sometimes 



This "cUn^ 
eher^* gives a 
definite and 
ttrong money 
reason for ot" 
dering imme" 
diatJif. 



It a dopondahlo hank should offer to giT« 
you 10% OB your aoney instead of the Z% or 4% 
you get BOW - wouldn't you put your aoney ia tlM 
new hank as soon as you oouldt 

Tott wouldn't wait until it was ooarenient • 
you wouldn't put it off until you Just happened 
to he ia the hank's neighhorhood. Tou would^g* 
at onoe. Beoause erery day's delay would aean 
the loss of a day's interest at 6%. And no rs- 
tailer oan afford to throw aoney away. 

Vow, you oaa't afford to delay getting a 
register, heoause erery day you are without it 
aeaas Just so aueh loss in the aoney this appll* 
anoe will aake or sare you - and add to your 
hank aooount. 

Order today I 



The same grocer whose letter I have already quoted 
clinches his argument in the following words: 



An excellent 

"service" 

oUndier, 



Call Main 100 and let ae take your order 
personally. I will giro it the saae eareful at- 
tention as if the goods were going to ay own 
faaily. 



He doesn't say, ''// interested we shall take pleasure 
in having you came and see us sometime.'^ But the tele- 
phone is only a few feet from the housewife as she reads 
the letter — ^perhaps in the same room— and such '* care- 
ful attention'' is just what every woman prizes in a 
grocer. Why not step to the 'phone and do as sug- 
gested f Often she does. 

Another very clever idea in making it eaefy for the 
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reader to order is sieen in the following excellent sales 
letter: 



ExcdUnt 
^rea9oni 
whyr Thu 
''easy^o-ar- 
der^' offer 
fnakes a rirong 
appeal for in^ 



Tou will pro^mtlj ^« a1il« to buj 'Aaorioan 
History* noxt 7«*r - probably ton yoars f roa now - 

But you oan noTor buy it acaln at Ita pro- 
sont prloo. 

That prloo Is about to go up #20. 

Tho Btowart llttlo-payaont-froo-on-approTal 
olub if about to oloso for good. 

This is your ohanoo. 

Tho oard horowlth brings the whole set - ths 
3,600 photographs - tho ailllon-word text - tho 
tea tall roluaes. 

Wo pay all ohargos. When you got your set. 
look oTor its lustrous pages - agulTor with the 
life of a aighty war. Look at its suaptuous silk 
and gold bindings. Look at tho untold effort. 
saorifioo. wealth, those ton Toluaes represent. 

Thou, if you don't think they'rs worth oTsa 
tho extra #20. - that you are luoky enough not to 
pay - send tho books baok. Othorwise fS.OO a 
aonth aakos thea your own - an endless souroo of 
inspiration, of delight and pride. 

Send tho oard today without aoney and saTO 
tho #20. 



Notice that there are no charges to pay; that after 
an examination the customer may return the books and 
still not lose a penny ; that he is going to save $20 if he 
orders quickly . 

Contrast the foregoing with the following meaningless 
letter: 



TM$ letter 
ladceon effeo* 
Uve "reaeon 

fauBlogel the 
proeped e 
fWtflf <4 ^^^^^^ 



During the year and a half that we hsTO been 
in business, we hare not had the pleasure of 
plaoing your naae on our ledgers. 

We'd like to do it. 

Wo would snjoy sending you a statsaent oo- 
oasionally. 



Tou* 11 need a spring suit or so 
nishings, too, no doubt. 



and fur- 



Hake us happy by owing us soaething. 



The idea of selfishness runs all the way through it — 
'^We Juwe not had the pleasure—/' ''We'd like to do 
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''We should enjoy—,'' ''Make us kwppy." 
Why should If It does not arrest my attention, create 
a desire, nor oflfer any inducement except the pleasure 
of making the clothiers happy, and the ordinary business 
man does not have the time for altruistic work wh^i 
reading letters! 

Too often the writer adopts a hail-fellow-well-met atti- 
tude, thinking he can bring in trade that way without 
resort to real arguments. Sometimes the jollying atti- 
tude is effective, as when the correspondent is writing 
to a personal friend or to a certain class of prospects. 
But when your list is large, and you have no definite 
knowledge of the kind of appeal for each one, the safest 
way is to build your letter round iron-clad arguments 
of service, quality, or money-saving. 

Here is another example of a letter without a real 
mission : 



Nopreaentcall H. T. Helaan & Sons 1i«t« aogulrad th« AB«ri-* 

for action no ®»" rights of an arresting autotiograpliy en- 

joracwmr—Tw titled: MY ADVUTURIS. writtan ty a relatira of 

reason way tne one of the reigning nonarohs of Burope. 

^^^r^^fi^ The neaolrs, which are now in aotira prapara* 

should keep tion. will he published in May, hut. under the 

the UfiUr in terms of their agreenent with the personage In 

^nA question, the puhlishers are unahle to give par- 

"•*"**• tioulars at present. The identity of the author 
and full details regarding the hook will he an- 
nounced about the aiddle of April. 

One can very easily imagine the writer of this mes- 
sage sitting at his desk and suddenly getting a bright 
idea, ** Perhaps it would be a good stunt to send out a 
circular letter to every name on the list, just simply to 
prepare for a later campaign," and then calling his 
stenographer to him, rattling oflf a short string of noth- 
ings, and saying: ^'Mail that out without signature and 
let me forget it." 

He does not stop to think that the one who receives 
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it also will not stop to read the message — ^that fae will 
not even take the pains to think of it, to say nothing of 
forgetting it. 

In other words, the object of a good climax is to make 
the customer ''get a hump on himself" and place his 
order in the first outgoing mail. It is the ** procrasti- 
nation killer" of business by letter; the order stimulator 
that quickens the flow of sales and profits towards your 
cash drawer and bank balance. 

But after you have written your letter so that you 
have given your argument, and your climax — go over it 
and cut out all the unnecessary words. 

(Jet in every argument, mind you, every point that 
will tend to magnetize the money into your cash drawer. 
But be sure to state these p(nnts in as little space, and in 
as few words as clearness, naturalness and clean-<^ut ex- 
pression will permit. Get the *' drive" of sales power 
into your letter, and then strip it down to fighting 
weight 



^ 



PERSONALITY fumuhei the keynote to every hunneee 
*- propotition. More than that, it is the cardinal deineni 
in every enterpriee. Men, not money, are the determining 
factors in commercial and industrial undertakings. 

— Prederick W. Upham 

Prcsidtat, Th« Coatumcrt Compaar 
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WORKING OUT A FORM 
LETTER SERIES 

Bj Franklin W. Wood 

ANSWER a certain two-inch advertisement of 
knocked-down furniture that has been running in 
the home magazines and you will get a clever sales letter 
with several enclosures. At the end of that letter is a 
** clincher" paragraph, whose pulling power you can 
plainly feel. Disregard that letter for two weeks or 
so and you will get a second letter with enclosures, that 
will make you see the proposition from an entirely dif- 
ferent and at the same time an attractive viewpoint 
Towards the end of your second letter you will feel again 
a pressure to order now. Disregard it and promptly 
at the end of the follow-up period you will find on your 
desk a third letter, friendly, more or less welcome, novel 
again in its approach and shrewdly insistent. 

This campaign of advertisements, form letters and 
enclosures was not worked out piece by piece ; it is not 
by accident that you feel the novel, pulling power of 
each unit; it is not mere good nature that you are left 
each time with a certain amount of interest and curiosity 
which makes you read the next follow-up in the series. 
Behind the planning which resulted in this complete, 
well articulated campaign, lie months of careful prepara- 
tion and coordination. 

Underlying the series are two principles which were 
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more or less consciously followed. Every unit, in the first 
place^ has its definite closing point where all the easy 
orders are rounded up and checked from the prospect 
list into the '*Sold" file of customers— like the good 
salesman, no piece of copy is allowed to make its speech 
without cleaning up all the orders to converts. Second, 
every piece of copy leaves the way open for the next — 
carries the tang of curiosity that keeps up friendly in- 
terest while the prospect is being approached with some 
other argument which, perhi^>s, toudies his self-interest 
better than the last one. 

The main object of the advertisement, for instance, 
was to get the interest of those readers only who are 
prospects and to make them inquire. The copy man did 
this by the heading: ^'Set six screws and save furniture 
dollars," followed by a description of a library table— 
an article which by experience he knows to be one of his 
more popular bargains. The idea of money saving by 
purchases at factory prices is played against the strong 
restraining motive of uncertainty in mail order buying. 
The copy closes by suggesting that you write for full 
information about ''the selling plan'' and for a free 
catalog described as listing four hundred bargain 
pieces illustrated in colors. Thus the advertisement gets 
its little grist of orders and prepares the way for — ^makes 
the reader want — sells— the first letter of the series. 

Letter number one instantly recognizes that most 
prospects consider buying furniture by mail to be un- 
satisfactory, because of the questions that come up re- 
garding quality, and the firm's fairness — because you 
cannot see what you get until you have gone to a great 
deal of trouble, paid your money down, waited for your 
shipment, unpacked it, put it together and, perhaps, 
stained it. The advertisement has already demonstrated 
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that the knocked-down plan means economy. The letter 
bases its main argument on the firm's honesty and repu- 
tation for quality deliveries. In the way of closing talk, 
it tempts the reader by the enclosed circular in natural 
colors aad by the samples of wood and leather to make 
his own selection of furniture under the firm's guaranty 
of satisfaction. And not only does the letter make itself 
welcome, but it ''sells", the enclosed catalog in these 
words: 



Making letter Turn to pag« ton of tho booklat uiA road 

and eainhui ^^* dofoription of our speoial quartor-aawod oak 

WM* vuMMvy droofor. Wo will aako you a prosont of tlilf 
puu wgeuier, dreosor. if jou oan duplioato It at any othor 
plaoo for #10 aoro than our prioo. 



Your letter is responsible for the welcome which your 
circular gets. Your reader usually scans the letter first 
and if nothing in it touches his curiosity, he is apt to 
toss the circular aside. Your chain of argument weak- 
ens and your selling talk never gets beyond the personal 
chat into the solid paragraphs which the booklet carries. 

Finally the letter, even at the risk of distracting a 
few purchasers from their choice, takes pains to per- 
suade the reader from closing his mind against the 
proposition; a post card urges that the prospect, if in 
doubt as to his choice, ask for complete prices and sug- 
gestions, without incurring any obligation. 

Those prospects who do this are at once followed up in 
a more personal way by the correspondence department 
and the letter series splits, giving each correspondent a 
chance to dig down into the personalities and the inter- 
ests of his inquirers and to carry forward an intimate 
correspondence. The request for suggestions enables the 
letter salesman to focus his sales talks accurately. 

If the first letter does not bring the order, the second 
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follows with a sales talk which hinges upon this idea of 
a list of pieces to fit his needs. Three articles which 
trade has voted to be extraordinarily i>opalar are pic- 
tured in the margin and worked into a trial order. The 
letter arguments focus definitely upon the comfort and 
pleasure these pieces will give in the home. A thirty 
days' free trial oflfer, backed by an order blank already 
made out, tempts the prospect to ride the two dollar bill 
which alone is required from him as an evidence of good 
faith. 

In the preliminary plan of the campaign, this special 
offer was reserved for the second foUow-up because the 
first letter needed to lay the foundation of the sale by 
talking quality, service, large variety to choose from by 
mail and the iron-dad guaranty of satisfaction or money 
refunded. This first letter made its definite appeal to 
a large class of buyers and thereby reduced the number 
of those to be brought in by the instalment offer, with 
its credit and collection problems. 

In the same way the instalment letter further pared 
down the prospect list, leaving a third class of desirable 
customers who could not pay even on thirty days' time, 
but who were still interested in the proposition because 
of the attractive offers of which they had read. In order 
to capitalize the next of these possible customers, the 
third and last follow-up makes the final selling appeal of 
the series, logically focused on plans for easy payment. 
Recognizing that sales letters are dim memories to the 
prospect at the end of a follow-up period, however plain 
to the copywriter with the entire series on his desk, the 
writer in this third letter quickly sums up his mail order 
and quality and guaranty arguments and then focuses on 
the ease of purchase and gives the prospect his choice 
among four attractive selling plans. The writer does not 
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attempt to explain all four of these plans in his letter. 
He merely chooses the most popular one and works up 
to a closing point with the paragraph: 

CUneker on It jou will a«nd in jour ord«r at eao«, jou 

iheikirdfol- will gat th« b«B«flt of this lib«ral. d«f«rr«d 

louhup, em- payaont plan. Tou will to« aur* to find a plan 

pkasising eouy adaptod to jour neoda in tho onoloaod ^ooklat. 

paymenti, oTon if thia ono ia not Just vliat joa lika. 

Into these two sentences are crowded the clincher, the 
touch of curiosity that makes the reader open the book- 
let, and the choice of plans which brings the selling per- 
centage for the final follow-up letter above the line be- 
tween loss and profit. 

These two principles are f undamental, either in work- 
ing up a form letter series or in answering the sales cor- 
respondence and conducting a follow-up after it is sub- 
divided beyond the form letter range. Not all concerns 
are able to use cut prices or instalment plans, but this 
does not hinder the choice of new angles and new clinch- 
ers for your various letters. 

No less important is the other principle of making 
your enclosures and your letter strike as a unit Two 
salesmen cannot sell the same prospect at the same time, 
nor can one salesman sell two different propositions at 
the same time. Too often the practice is that of a big 
paint store which sends out a form letter and envelope- 
size booklet which have nothing to do with each other. 
The letter talks stock and service, the booklet exploits a 
new kind of paint. The letter furnishes no introduction 
for the enclosure and the booklet merely distracts your 
attention from the sales talk that preceded it. Yet the 
two sales forces can easily and cleverly be used to ex- 
cite interest and cooperate in order-getting. A pro- 
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gressive jewelry store, for example, introducing new 
styles of collar buttons and studs, puts its illustrations 
and details into a booklet, and in the following letter par- 
agraph makes them worth consulting: 



Making ih» Vovadays tli« diff •r«iit kinds of dr«ss for 

wnjttutM tnnni ■•" roQuiro oorroot stylos of Jowolry. You will 
mvrpeci warn ^^^^^ ^^^ onolosod booklot Tory Intorootinc. bo- 
tne cauaog. oauoo it illuotratoo and Quotoo f ros fashion 

authoritios tho propor stylos of studs, links and 

Tost buttons for all oooasions. 



In planning a letter campaign, you will be tempted to 
hold out talking points for use in the follow-up. The 
result is likely to be a first or second letter without any 
clincher whatever. The right move is to find where you 
can draw the line between different groups of prospects 
and to build into your first letter the big basic appeal ; 
into the second, the selling talk which seems to promise 
next best and into the third, that argument which will 
bring in the third largest percentage of orders. 

A wholesale firm making men's suits to measure for 
retail stores used the following letter to line up dealers : 



Would you bo intorostod in a lino that nots 
you at loast forty-firo por oent profits? Our 
A strong argU' son's suits-to-ordor proposition has dono this 
msni madetn" '^^^ aoro for »any dealers. Why not for you? It 
!!^!1: jwT requires no more help or expense to you. All you 
mective oy hare to do is shov our samples and take Boasuro- 

the final varor B«nt s . 

graph, which Baok of eaoh suit is our positiro cuaranty. 

asksforan in- j^ ^^^ interested, please let us hear 

pUatton to sell. trom you. 



While there are some good points in this letter, the 
writer, in working out a lengthy follow-up, has forgotten 
to dose. He has asked the reader to do something in- 
definite and not prompted by circumstances — ^to sit down 
and write if interested. He has failed to make the 
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reader feel that he must act at once or lose a big chance 
for profit. 

The second letter, evidently written with the first by 
the copy man, scolds the prospect for not haying written 
in and while leaving the proposition still indefinitely 
open, flickers out thus : 



Indifferent W« still t>«li«T« that you vill b« vls« aad 

^^ aoo«pt our offtr. 

TliaBkinc you In adraaoo for an aarly raply. 



When you attempt to crowd a prospect into a decisicm, 
you comer him, drive him into a funnel-shaped pas- 
sage and give him only the alternative of going your 
way or directly opposing you. This paragraph does pre- 
cisely the opposite. It turns the prospect into the open 
end of the funnel and merely suggests that whether 
right or wrong, the writer's opinion is still unchanged. 
There is no closing up on the prospect, no inducement to 
make him write and no plan to make acceptance easy. 

If you fail in each letter to close the deal as definitely 
as possible, the deal is likely to stay open. Contrast 
these two letters with the following paragraph written by 
another house in the same business: 



Strong first Conditions Mtko it obligatory for bo to 

UUer oroii- olooo for your district as quiokly as possibXa. 

•cMcr uryw- This suggssts that you giro se an early rsply. 

fnents, 

Vill out ths enolossd slip and aail it today • 
it vill bring you ths saaplss at onos, so that 
you oan start this dspartssnt vith no dslay. 

5?™'*' RsmsBber, you risk nothing - all you hara to 

eUncner. think about is your profit. 



This first letter was written by the secretary of the 
company. Urgency, quick action, easy acceptance are 
crowded into its concise phrases. The closing sentence 
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leaves the reader nothing to think about but self-interest. 
The clincher of the second letter in the campaign fol- 
lows: 



Afairofier-^ You knov it von't cost you one cent to start 

and the sooner you est frss saaplss the soonsr 
you oan pooket the profits and est the adrertis* 
ing Talus that ooses vlth a rstall departssnt 
for Ben's furnlshincs. 

A OOfiMtt" I viii hold this Matter open, if I nay hear 

itnceHuA froa you at onos. Tou say virs at our sxpsnss 

maJltsM ihs *^^ ^^^ vill gst the saaplss to you in a day or 

vuKiV9 %nn so. A tslsgraa is snolossd for your use. as this 

OMwer easy. »attsr is urgsnt. 

This foUow-up quickly reminds the reader of the 
ground he has gone over in the previous letter and gains 
novelty through the urgent method used. The signature 
is that of the sales manager. 

The president himself put his personal signature to 
the third follow-up : 



Signedbyihe Don't file this away to "think orer", there's 

nrsaidenL ihiM BOthing to pussle ahout. bseause you don't hare 

zZ^^Tri to ssnd one penny or promiss anything, other than 

tfnrdfoUoW'Up that if you don't ssll fiftssn suits this suuer 

(fives the final you vill giro up ths agsnoy to sobs one vho oan. 
argumerUfor This is easy - isn*t itt 

immediaU ae- ^^^^ ^^^ ^^^^ ^j^^ snolossd oard todaj - X •■ 

•ton, still holding ths offer open for you • 

Upon the ground work of the two previous letters this 
note builds a specific argument against delay. Compari- 
son of results from these two letter series shows how pull- 
ing power can be multiplied by giving every letter a 
defijiite sales talk and a distinct clincher. Couple with 
this idea the principle of distributing your material so 
that each piece of copy in your letter compaign intro- 
duces or ''sells" the next unit as well as the offer itself, 
and you have put your sales campaign on a basis of 
definite results. 
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In order to get this xmity of plan and make-up, one 
man in your sales department ought to manage the get- 
up of advertisements, booklets, circulars, form letters, 
and stock arguments to be used where the personal fol- 
low-up begins. Make it the duty of the mail sales man- 
ager to get acquainted with your prospective customers 
and with your proposition ; and block out a detailed plan 
of campaign which may be tested in committee before it 
is undertaken. 

Decide where your prospects divide into natural 
groups and find what selling points will reach every 
group. Plan your arguments, your inducements, your 
booklet details and illustrations. If the letters are to 
run in series, see that the big arguments are properly 
distributed, that the first letter completes the ground 
work of sales and that every follow-up has a clever, 
novel angle of approach. Most important of all, 
make sure that at every return to the attack, your letter 
carries its definite clincher. Provide such careful plan- 
ning and distribution of material as insures your follow- 
up against colorless, purposeless monotony, and puts into 
each unit the warm, vivid, earnest and enthusiastic tone 
that cleans up its proper quota of orders. 



nPHE iame kind qftalk that makes u$ buy goods of a human 
^ salesman, creates in us the same desire to buy of a letter 
saUsvMtn, It is common-sense argument; the kind that makes 
it dear and condusioe that the goods described are the goods 
toe need. 

It is a kind of sledge-hammer reasoning that completely 
knocks prejudice off the menial horizon and supplants in^ 
difference with interest, conviction and desire, 

— Philip W. Lennen 

Advertising Manager. The Royal Tatlon 
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FINDING THE POINT OF 
CONTACT 

Br W. W. Loomia 

THE head of a printing house was harrying through 
his morning mail and the waste basket was gather- 
ing in its daily grist. Letters, circulars and advertising 
matter of infinite variety were given a hasty glance and 
then passed on to the ever-ready waste basket He 
opened a letter written on a soft yellow bond, glanced 
at the name of the firm, which was unknown to him, 
read the first paragraph and dropped the sheet into the 
basket. As he reached for the next envelope before him, 
his mind reverted to that half -read first paragraph. He 
fished out the letter and read it through carefully: 



With nMe Ton kaov paper Just as veil as ve-do. ao va 

fUMery ikU ^on't talk quality. 

letter wins m- We Just vant to ask you one queetion aad tbat 

iaal niUi^inm. 1** Hov oaB you afford to icuore Utopia Bond - 

NSW oHCTicwn ^^^^ ^j^j^ sheet - at fourteen oente a pound? 

9/uL cmTMf mi 

AWtmAntarinm '^^^ ^^^ *** ^^^ ^^* quality ooBparoi faTor- 

morinmgrvp9 ^^^ ^^^j^ ton^% ooetinc fro« twenty to forty 

IM protpea, per oent aore. 

Try Utopia Bond on a fev order* and cire your 
ouetoaere equal aatiefaotion at leee ooet. 

A oard aliovinc our agente in your rioinity 
la enoloaed. Vill out and sail the hlaak and ve 
vill eend you our eaaple book ehoving the oolore 
and veighte in whloh Utopia ie aado. 



Analyzing the letter, he found that the first paragraph 
contained a subtle flattery: '*You know paper just as 
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well as we do, so we won't talk quality." The writer 
had not presumed on his superior knowledge; he had 
wasted no time or words in pointing out the quality of 
the new bond, for any experienced printer could recog- 
nize the *' value" in the paper. The price was brought 
out, but in a way that emphasized the quality; it sug- 
gested the possibility of pleasing customers at a lower 
production cost — ^which would naturally appeal to a 
printer — and it gave all necessary information regard- 
ing sources of supply. 

Interested by this analysis, the man dug out other 
letters from the basket and asked himself why they had 
been thrown away. There were five others from paper 
mills and supply houses calling attention to their wares. 
They were all of the stereotyped form, starting out with 
an uninteresting, **We want to call your attention," 
**We know you will be interested" — ^**We want you to 
try" — or some other routine form of approach. 

Two of the letters (from paper mills) told about the 
high-grade materials used and the care exercised in man- 
ufacture—descriptions that could be used for a hundred 
different brands of paper without changing a pliable. 
In a word, the five letters carried no message of in- 
terest to the average printer. 

The correspondent who has made a study of his work 
knows that the most effective letters follow along definite 
lines — interesting opening, description, argument or 
proof, i)ersuasion, inducement and a *'do it now" close. 
Yet many a writer has discovered to his disappointment 
that just because a letter follows recognized principles it 
does not necessarily pull. Following the rules is not 
enough ; there has got to be a point of contact between 
the writer and the reader that will establish confidence 
and carry conviction. 
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Unfortunately for the letter writer there is no abso- 
lute formula for bridging the gap between himself and 
the person he is addressing. A dozen effective letters 
might present a dozen different methods of establishing 
a point of contact. It might be established through a 
subtle compliment and a short, impressive statement 
such as caught the interest of the printer; it may be a 
reference to '* inside problems'' which forms the con- 
necting link between writer and reader. 

This was the point of contact finally established by 
the chief correspondent of a firm manufacturing special- 
ties for druggists. His letters were well written, and 
were produced in the most approved form but they failed 
to pulL In desperation, one morning, he dumped his 
*'form book'' into the waste basket and dictated a per- 
sonal, intimate letter with this for the first paragraph : 



Afiee and Af t«r jou bar* run up front half a dosen 

saiu tyoMiina tiaaa to sell a ooupla of atogi**. a paokac* of 

va9if uvvmng oourt plaater and a poatace stamp ; to ohange a 

mai shows flra-dollar bill for the barbar, to anavar tha 

IhewrUer^s 'phone and infona Mra. Baith that Caatoria ia 

Umn»iJ^^nm ^f tventy-fiTO oonta a bottle and aaaure Mra. Jonea 

™******»*5 that you will hare the doctor call her up aa aoon 

tne prospects aa he ooaea in, then take a ainute for youraelf 

problems, Mid look orer thia propoaition. It 'a vorth vhile. 

Then followed a snappy selling talk on a special 
offer. The letter brought big results both on the try- 
out and when the entire mailing list was covered. It 
proved to be the best order-getter the firm had ever 
used. A letter '^ expert" might find fault with it but 
any weakness was more than redeemed by the sympa- 
thetic approach. The writer understood the interrup- 
tions and petty calls on the small-town druggist and re- 
ferred to them in a way that caught the attention of the 
reader. The latter was made to feel that the man who 
was talking to him through the letter understood the 
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conditions, the problems and the needs of the retail 
druggist This put him in a mood to consider favorably 
the proposition that followed. 

This reference to '^ inside" problems is nearly always 
effective, if the writer speaks from knowledge and ex- 
presses his ideas in the everyday language of the trade. 
It was thus a point of contact was establii^ed by an ad- 
vertising service with a manufacturer of motor trucks. 
The letter was timed to reach the advertising manager 
just after his return from a trade convention when he 
would naturally be enthusiastic over prospects — and 
''snowed under" with the work that had accumulated 
during his absence: 



Rtferenoe to W» oaa ••• you rlsht aov - 

vertonal prob- just toaek from I«w York - tousy diotatinc. 

Jems always trjlBc to oat oh up vith a desk full of paporo, 

«nyilM«yMtJi#iM. oopy to be vritton. bill* to bo audited, oataloc 

mammi^co' to be taken up with the Old Man. outo to be 

ItM tflUXMnio- ordered, date at elOTon-thirty with the printer, 

and a etrins of inaietent eolloitore planted 

la tha hall. 

That elip file of Ideas up there, oXaaped 
full ef esbryo Oood Stuff, is Just vhere it was 
three weeks ago - only heaped a little higher. 
Tou had hoped Clyde sight work up seae of these 
leads while you were away, but Clyde is a busy 
assistant. Anyway you oan*t ezpeot a fifteen 
hundred pound delirery wagon to do the work of 
a three-ton truok. 



There were more suggestions like these, all pointing 
out to the bu^ manager how it would be to his advan- 
tage to turn over the preparation of his advertising mat- 
ter to a i^ecialist. The letter was breezy enough to be 
readable and presented a ''map of the situation" in the 
ofSce which convinced the manager that he needed just 
such a writer to handle the firm's cc^y. 

The writer of this particular letter specializes in form 
letters, mailing cards and booklets, and in the course of 
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fhe year he has occasion to write for many lines of busi- 
ness. But no matter how busy he may be or how much 
of a hurry the customer is in, he never writes a letter 
or ""O. K's" a sheet of copy until he is sore it has a 
point of contact with the man wiio is to receive it 

Before a point of contact can be established, it is 
necessary to understand the man or at least the class of 
men to whom you are writing. If you want to interest 
printers, for instance, you must know printers, their 
problems, their viewi>oints and the language, the trade 
terms and expressions in which they think. This es- 
sential qualification was understood by the cireulaticm 
manager of a sportsman's periodical. Here is the bree^ 
introduction and finish of the second follow-up sent to 
delinquent subscribers: 



lov look horo. Partner: 
Know y^wr ^^^ ^^^ ^^^ ^j^^ letter vo oeat you tho other 

man ana tm» day to tho effoot that your •ahsoription to tho 
mformal siyU Sportsaaa has expired? If you did. there hasn't 
afLu^taiS. hoen any 'ooao haok' froa it. We don't want to 

Z.wy[/^ looe yott as a auheorihor. and when we aay that. 

tinkemm we don't want you to think that we want your 

figkU ouheoription aoney any more than we want your 

'• help and eupport a* a fraternal aesher of our 

hie family. If we aust lose the dollar wa would 
rather loeo it aoao other way than let a auh- 
•oriher gtt away froa the fold 

Vow, old aan. there eaa he no doubt aho«t year 
aoney'e worth, eo you aight a* well loosen up 
your wallet strings and fire One Plunk to us 
right off the reel. If you don't, you will feel 
sorry for what you are going to aiss. 



Start the average business letter in such a familiar 
strain and the recipient might feel aggrieved and throw 
it away without reading further. But the manner of ex- 
pression in this case, the freemasonry of the hunter, 
''got under the skin" of the neglectful subscribers and 
established contact which could never have been secured 
by the usual formal letter. 
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Just SO, a manufacturer who has built up an enormous 
trade with farmers delivers his message by talking to 
them in his letters — ^talking in a familiar, personal way 
that would never flag the attention of the business man. 
Here are extracts from a letter that show his style of 
getting close to his prospect: 



FarmerM will Oood Bornlns. 

read longer n i, pretty hot in Waterloo this aorninc. 

low is it oTsr therot 



letters than 



most city men^ 

and ihiM rhni. ^^* ^' ^^'^ ^^* 'ktnt of ««»ther in whioh you 

" ."y* c»w- ^^jj enjoy the serite of a good gasoline engine - 

ty, injofmat it will puap your water, grind your oom, run your 

style vUases separator, ohurn your or earn, run the washing 

A^m_ aaohine and do the work of two or three hired bob 

''**^* generally. And it is always right on the Joto. . 

Say! Will you take time to read orer care- 
fully orery word of the enclosed circular? Read 
hoth sides and then Just tell ae which engine 
you want 

I sake and sell tXL eaglne that is especially 
adapted and huilt on purpose for a pumping en- 
gine. We call it the 'Boss of the farm* for tha 
siaple reason that it is not aerely a chore-hoy 
or a hired nan, but it is the real boss of the 
farm, and when it does its work it does it Just 
like the boss of the farm would do it - to per- 
fection - and has plenty of horse-power to back 
it up. 



There were four solid pages — a letter so long that in 
theory no one but a farmer would read it — ^yet every 
paragraph was written with an understanding of the 
farmer's viewpoint and the friendly contact was main- 
tained from the "Good morning" to the postscript. 

Retailers are coming more and more to use letters in 
their campaigns for new business and here, too, the 
effectiveness is determined very largely by how close a 
contact can be established with the recipients. If you 
fail to hit the right prospect with your arguments, if you 
hit him at the wrong time, or, finally, if you approach 
him with an argument that makes no appeal, your let- 
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ter will fail. A shoe dealer recognized this principle 
when he sent out this letter early in December: 



Timdyandrf- 
fieedve, becau*0 
Umakesto 
strong cut a/p^ 
pealtobolh 
moneu motives 
andtkeCkru^ 
mas spirit in 
prospscis* 



AnaddOiot^ 
al off sr that 
isosts little 
andmeans 
muck. 



Tou knov hov th« little folks ^ust lore a 
pair of new shoes, lothinc ciTes thea aore 
pleasure. They oan hardly valt for papa to get 
hoae at night to shov then to hla and they proudly 
parade all orer the neighhorhood to exhihit thea. 

Doesn't that offer yon a tiaely Christaas 
suggestion? The ehildren vill hare to hare new 
•hoes this vinter - vhy not giro thea shoes for 
Christaas? Tou know they vill he pleased and at 
the saae tiae you vill hare the satisfaction of 
knoving that your aoney has not heen spent on 
soaething that vill ha hroken or throvn avay in 
a veek or tvo. 

Our line of infants* and children's shoes is 
Tory ooaplete. Vo aatter vhat you vant, you vill 
find it here. Tour speoial attention is called 
to a sohool shoe for hoys and girls - aade extra 
hoary for vinter vear - that ve are selling for 
#1.65. We consider it auoh hotter than the 
aTerage shoe selling for #8.00. 

And ^ust to oarry out the holiday idea, ve 
hare purchased a lot of fancy Christaas stockings 
vhich are filled vith candy, nuts and aysterious 
looking little packages containing cards, gaaes. 
and toys that are sure to please the kiddies. 
Brery shoe sold hetveon nov and Deceaher 84th 
vill hare vith it one of these Christaas 
stockings. 



This letter was sent out to a carefully selected list in 
a community where the suggestion to make practical 
gifts found a hearty response. It touched the pocket- 
book necessity of watching every penny; at the same 
time it appealed to the mother's desire that her boy or 
girl should be made happy on Christmas day. 

A progressive young grocer in an Ohio city found 
himself in a critical situation because too much of his 
capital was tied up in **slow" accounts. When he an- 
alyzed the causes of his difficulties, he decided that his 
collection letters were to blame. Few of them ** touched 
the spot*' and brought returns. By dividing his ac- 
counts into classes, and working out form letters which 
made friendly contact with each group, he cut down his 
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percentage of losses, and built up a prompt-paying 
clientele. 

Letters are used for a thousand purposes— selling 
goods, collecting money, adjusting complaints, handling 
distant customers, gingering salesmen. Their functions 
are many and their success depends very largely upon 
the point of contact established. You might as well try 
to send an electric current over a fence rail as to deliver 
a message by letter without establishing some point of 
contact where the interest of writer and receiver come 
together. 



^ 



HTHE term "foUotihup*' in connection wih retail dcalerfp 
'- must not he misconstrued as meaning a colossal adpST' 
tising campaign. It simply m^ans any weU-defined system 
or scheme of getting better acquainted with people who, may 
need or desire articles the dealer has for sale. Plans used 
by the dealers in following up tkeir customers are nothing 
more or less than tnexpensitfe common-'Sense msQiods of keep- 
ing in closer touch wiih the local trade than any outsider pos- 
sibly could. And the merchants who are using these get- 
closer" campaigns are doing so because they have learned thai 
the buying public or the consumer wiU purchase readily and 
gmcHy those goods they have often been told about; and ti^ey 
wiU buy from the man who has convinced them that it is more 
profitable and safer to deal with him than with any one else, 

— €. L. PanooAst 
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Assets in Men 

TN few phases of life do the temperamental 
-* differences of individuals show themselves 
more markedly or prove greater helps or hin- 
drances than in business, which is essentially 
practical and in which a man's attitude becomes 
quickly either an asset or a liability. 

So important do I consider the temperamental 
qualifications of a man that I employ no one for 
a position of responsibility in our organization 
until I know him personally, and can establish the 
sort of personal relationship which alone can lead 
to an adequate understanding of an individual. 

To determine a man's training is usually a 
simple, but a highly necessary, step toward his 
employment. His schooling, his experience in 
business, his home life, his associations and 
affiliations, indicate his temperament and the in- 
fluences that have molded and directed it. And 
all of this information is vital not so much be- 
cause it shows a man's training for one specific 
task, but because it shows the discipline and influ- 
ence to which he has been subjected and which 
will find expression in his attitude toward and 
aptitude for the large responsibilities ahead of him. 
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HOW TO PHRASE YOUR 
LETTER 

Br Franklin W. Wood 

HOW do I get my ideas into words!" said a special- 
ist in business letter writing; '^I think and in- 
vestigate until I see in my mind the average man of the 
group I wish to address; I talk to him in the same 
words, with the same tact and understanding of his 
work, education and interests, as if he sat across the 
comer of the desk where the light fell upon his face. I 
may revise my letter onee or a dozen times, but the final 
test is whether I should say it more plainly or more 
vividly in personal ccmversation with the typical 
prospect. 

*'I recently worked out a series of form letters to 
farmers. I had not been back on the farm for years. I 
wrote the first letter and read it over — ^it lacked the ring 
of sincerity. 

**I put on my coat and hat, got a car for home, opened 
a trunk full of keepsakes and pulled out an old photo- 
graph of a farm family group. The picture was taken 
in front of a maple tree in the yard with flower beds 
and an old-fashioned farm house as a background. It in- 
cluded the whole family, from the father who sat with 
his hands awkwardly extended on his knees, to 'sonny,' 
who was too frightened at the * picture machine' to look 
up. Every one was dressed in his Sunday clothes. 
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''One by one the picture brought back the country 
scenes of my own boyhood. I pictured our family 
gathered around the kitchen table after the supper 
dishes were done, talking about how many acres were 
plowed, how one of the cows was picking up, how 
many eggs there would be to take to town on Saturday, 
what they would come to and what could be bought 
with them. 

''I realized that at. this hour and in some such sur- 
roundings my prospect would open and 'study over' my 
letter. There would be mystery, doubt, discussion, hesi- 
tancy in answering it. If I could gain his confidence, 
prove my friendliness and make my proposition in little, 
simple words, my letter would get farther with him than 
most. After that I went back to the office and with this 
quaint picture constantly in mind, worked out a series of 
letters that pulled.'' 

Getting into the life of your prospect is the secret of 
effective letter writing. Talking points are not enough 
to make your letter plain and convincing. Unless by 
drawing on your own experience, by study and the ex- 
ercise of your imagination or by direct contact, you 
learn to know your man, writing to him will be like talk- 
ing over a disconnected wire. Your ideas— your appeal 
and the phrases in which you clothe it — must be chosen 
to fit your prospect. 

To imagine one reader is not easy; in attempting to 
imagine the average and true characteristics of ten thou- 
sand people, a copywriter often makes his letter read 
like a public proclamation instead of an individual mes- 
sage. 

Form letters usually take the initiative. You have no 
incoming correspondence to guide you. Where a big list 
is involved, the keenest letter writers often go out and 
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canvass a neighborhood to get acquainted with the class 
of trade they must reach. 

Once you have pictured your average prospect and 
chosen your talking points, the question is, '^How shall 
I say it." Ideas like prospects can be handled indi- 
vidually or in the mass. You can talk in the abstract or 
you can fill a letter full of news items, incidents, novel 
details, descriptions and prices which will make your 
prospect see in his mind's eye just what you are offer- 
ing him. A dry goods store writes : 



Too general to Vowlitr* •!■• oaa you ff«t tli* adTantMtt our 

fti^il ««#JM>««# itort off«ri. Many of our prloei aro BO^lowor 
JOCU9 trueren. ^^^^^ tlioio you pay for tho lame quality of cooda 
at otlior plaooi. Qur ■•rTloa it unoqualad. 



Every statement in this letter is general. Not an ad- 
vantage, not a price, not an instance of quality or serv- 
ice is given in a specific way which can be pictured by 
the reader. Notice, how, without any literary cleverness, 
this letter from a Western furniture store gains pulling 
power from specific phrasing : 



Q««xM».*^/* mi»*ML. I' you Willi to aara $25 to $100 on your houaa 

opecijtc nme- furnlturo. Juat atop into our stora and let ua 

meme that put show you how you oaai do it. 

a clincher on j^^ ^^^ ^^^ ^^^ 128 aolid Mhocany droasinc 

the general ae- taMo for $19.60 - a saTlnc of $8.60; our $45 

sertion of larlr Bngliah buffot for $30 - a laring of $15; 

money saving. lH^n^^VH^^ ^'^ *"*^'* "*«■ '^'' •^^ ' * 

On thoso thro* artiolai alone you will eare 
$33.50 in oold oaeh and theee are only sattplei 
of aany suoh ohaaoes you will find here to laTO 
your dollar! . 



It is easy to make your letter formally correct to fifty 
thousand prospects by talking prices, advantages, dis- 
counts and testimonials by fistfuUs, but there is an art 
in writing the letter which takes a specific point — makes 
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the reader see and feel the advantage, the price, the 
discount, the testimonial which concern him. The fol- 
lowing paragraph from a letter selling automobiles to 
farmers goes beyond general ideas, and appeals to the 
tired nerves of the farmer who has come from a hot 
day in the field : 



An adroit ap- Ther* li a latlifylnc eaae of BOTaaeBt, a 

«M/i7 4a n. Ut'w buoyant alaatiolty of aprinc action, a restful 
^ ^ pltoh to the ouahiona. a "fitting" ourTa to tha 

wry fMKive, am reata - juat that aolid ooafort in our "Cross 

Country" that Bakaa you look forward during tha 
hot toilaoaa day to a restful ride in tha oool 
eraninc breesaa. 



The writer of this letter might have said that this 
automobile was ** comfortable'*; but he had ridden in 
this machine and was clever enough to put on paper his 
own feelings of pleasure as a definite attraction for his 
prospect. 

So it can always be borne in mind that a concrete 
illustration of the thing you are talking about is better 
than an absolute description, however fine in itself. 
The tone of the piano you are endeavoring to sell may 
be ''exquisite,'' but so also may be the taste of the new- 
est breakfast food. Picture a player at evening seated 
before your piano, entrancing the family with his play- 
ing, and your letter carries a message of more real hu- 
man interest and selling value than all the superlatives 
you can muster. 

Some copywriters have this tact which suits their 
words to the education and life of their readers, and the 
art which not merely appeals to the reader's logic, but by 
tingling phrases makes the prospect hear the music, 
taste the confection, smell the perfume or feel the satin 
texture which is to be sold. Even the mental delights 
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of a good story are caught and set down in the clever 
phra«}es of this letter: 



Tkittoriter 
wnighi have de- 
tailed the tiyle 
qf binding or 
kind of ', 



kinte at these 
tkinge, and 
puts hie ifjfort 
into filing the 
froepect toUh 
entkusiaemfor 
the etoriee 



Piaffing upon 
eunoeiiif and 
Umqfthe 
mysterioue. 



Th« wint«r •Tunings ar« h«r«. 

So 70U want to mako thoa dlff oront this yoar» 
want to cet mora fun and profit out of thaa than 
•Tar befora? 

If you do. then you want lOBethlns wa hare 
Just coBpleted. This ii the first letter telling 
our readers about it. It is the "Library of 
Mystery"— the first oolleotion erer published, 
of stories of whioh arery separate and distinot 
one la a ayatary. 

And in arery single story, throughout the 
3,700 pages, there is a pussle for you - soae 
■ystery you oan*t explain, soae human tangle that 
keeps you in thrills until the laat thread la 
unraTeled. 

It may be one of the "Tales the Parrot Told" 
from the Hindoo of three thousand years ago, or 
its author may be the oleTer young Hungarian 
whose play, "The Serll", haa lately aat all Haw 
York talking. 

It may tell of the Russian gambler's terror 
when his Queen of Spades turned up, or of pas- 
sionate lore and hate beneath soft Italian akiaa. 

It may be a cool reoord of extraordinary 
fact, such as Abe Hummel 's frensied fight to 
keep his Vemeals. the ill-fated Dodge, out of tha 
Hew York District Attorney's clutohes. Or it may 
aoar to tha heights of norelist's fancy in tha 
weird adTentures of Melmoth, the Wanderer, or 
Bulwer's Haunted and Haunters, or the Horla that 
appeared to Maupassant 'a inflamed brain. 

It may be Just the thing for a dull half 
hour, or it may be a complete noTel, the kind 
that would oost a dollar or mora by itself in 
similar binding. 

But whatarer It is, if it's in tha "Library 
of Mystery" it's a thrilling story - one that 
will jolt you right out of yourself and into 
another world; and won't let you go imtil you're 
finished it. 



The surest way to fit your letter to a thousand read- 
ers is not to put it in cold, stereotyped generalities. The 
professor whose habit is to think in abstract principles 
may understand you, but the average man will pass on 
to the item that is full of interest — pictures — sensations. 
Be specific, on the other hand, and even the professor 
will find himself attracted with the crowd, to what you 
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have to say. Here is a paragraph from one of a series 
of letters which pulled twenty per cait returns for a 
buggy manufacturer: 



JEToio the good A lady, you would protably know her If we 

Uh^ •nviiar WT9 to glTO hor name. oam« into our ator* to in- 

lea^wruer ^^^^^ ^^^ ^^^^ ^^ buggloa. She stepped Into one. 

artfuUy makes sat down aa If to aee if It were ooafortable. 
his effective amlled pleasantly, and said - "0 I like this 

tuggy! <- they don't skiap the cushions. I nerer 
rode in a seat that seemed to Just fit you like 



talking point 

JW, this one does. " 



From this incident the writer went on to describe 
vividly the comfort-giving qualities of his rigs. An office 
appliance concern made a similar incident the basis of 
an entire sales letter campaign. They had received a 
note from a prospect asking them not to send more let- 
ters because he absolutely could not afford to buy their 
machine, although he knew that he needed it. But the 
company did write again— a letter that covered every 
point of the prospect's objection and convinced him that 
he could not afford not to buy. His note and their 
reply have since become the basis of a follow-up in the 
regular series. 



^ 



/JETTING the point of contact is the essence of business^ 
^^ of buying ana selling, of hiring and being hired, of gie^ 
ing service and getting loyalty. It is the art of touching the 
human interest of a person, not merely from a money standi 
point, but in the more subtle ways embodied in the word pet" 
tonality. It is the faculty of establishing a common point 
of sympathy which brings a person into accord with you and 
with your proposition. If you toUl study successful bust' 
ness houses you wiU find that this element has been made a 
science, 

—Edward P. Hatch 

FfWident, Lord and Taylor 
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SELECTING YOUR 
STATIONERY 

By Kendall Bannfag 

GLANCE through the files of your o£Bice and you will 
find an interesting variety in letterheads, ranging 
from a single sheet printed from type in one color to 
ornate and multi-colored designs, lithographed or en- 
graved. Most of these letterheads are just letterheads 
and embody merely the firm name and address. Some 
of them portray the products of the house — a type^ 
writer, a gun, a package of breakfast food. Others ex- 
ploit the trademark of the company. Many are elaborate 
compositions, crowded with addresses of various branch 
oflJces, lists of products, telephone and cable addresses, 
and a few persist in the use of the idealized picture of 
the factory or the home office. Yet, as you study over 
these specimens on the lookout for points as regards 
copy, layout, design and color scheme, only a small pro- 
portion of them seem so planned or reproduced as to 
represent the company with the dignity, clearness and 
sales value they might carry. 

Practically every concern transacts business by mail — 
even though its correspondence is limited to bills and 
statements to customers. Few details of business, more- 
over, give a firm or an individual better opportunity to 
express individuality than the letterhead. The character 
of the house, as shown by the size and the kind of paper 
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used, the methods of folding, the mode of reproduction 
— ^whether printed from type, half-tone, line plate, metal 
die, lithographic or steel plate— the design of the letter- 
head and the information it carries are all factors which 
have their effect on the recipi^it. Not only is an effective 
letterhead demanded by good taste; it is demanded by 
good salesmanship. 

SIMPLICITY i* coming more and more io rvU im 
letterhead deeigne — proper size of sheet, kind of paper , 
adeantagee and disadvantages in the use pf color. 

For these definite business purposes, a simple letter- 
head with no frills has come to be favored by business 
houses which give thought to this important detaiL 

More knowledge and taste are required to produce this 
simple and strong effect than an elaborate display. The 
inexperienced merchant, designer and printer will add 
detail; the experienced designer will eliminate it. A 
letterhead should, first of all, be practical — ^in copy, in 
colors, in size and in paper. 

Size in letterheads has become standardized at 8%xll 
inches. These proportions suit the vertical file, but to 
fit the standard envelope, require in addition to the hori- 
zontal fold, two folds across the heading. To avoid 
these cross folds, as well as for the distinctiveness which 
attaches to an odd size envelope in the mail, a 7^x10% 
sheet, folded twice horizontally, is gaining in favor. 

A 614x10% sheet, to fit the standard 3%x6i4 envelope, 
is also popular, and double sheets requiring a single fold 
to fit the envelope are effectively used in the various 
sizes, especially by higher executives. A half -size letter- 
head (note head) 5^x81^, written cross-wise, is con- 
venient for short notes, but involves two vertical folds 
across the heading. 
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V«lk 



tF^mi 



Thb Buda Company 



3MitS!!KI3!&^clSf^6&^ 



X^ 



./^SSMl 




FIGURE I: These letterheads are typical examples of taste in the station' 

sry of large business houses. Note the simplieiiy in each case and the 

advertising value of the dear type for the firm names 
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Clear color, strong, parchment-like fiber and heavy 
weight mark the stationery of the man who realizes that 
in sending a letter he is often sending a representative 
of the honse which must act alone with full power to at- 
tract or repel business. Every large concern has one or 
two cheaper grades of stationery, approximating the 
oflScial style in appearance, but purchased with careful 
attention to the price of the paper and printing, for 
service at a definite cost in various uses — ^interdepart- 
mental correspondence, letters of transient interest and 
form letter campaigns. 

Color in both paper and ink is used sparingly by higK 
grade concerns. Some offices assign a different tint of 
stock for the use of each department and thus simplij^ 
the mail clerk's routine. A heading in black, contrasted 
with red or green ink upon a clear white paper, or a 
scheme in which a gray, buff or other light tinted paper 
is matched with darker tints of the same color in the 
printing, often brings out some important line, trade- 
mark or business symbol strongly in color. Such effects 
can easily be carried to extremes, however; every touch 
of color demands a reason for its use. 

Typographically your letterhead should, above all else, 
give the name and address of the sender so clearly that 
replies may be addressed properly. By eliminating de- 
tail you place greater emphasis on the essentials that 
remain. 

A line distinctive of the character of the firm is often 
needed, especially when letters go to individuals un- 
familiar with the firm. "Burke, Preston & Jones," for 
example, might tell you nothing about the firm which 
writes you. ** Burke, Preston & Jones, Counsellors at 
Law,'* conveys a very definite impression. The names 
of company officers are often desirable on the letterhead 
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THK WNITAKKII MANUrACTUINNO CO. 



A'dT*rt i sin I 



Swirr AHO COMMkNV 

wMOM t o a i rMm» 

Cmica«« 



10 



MAItK CROftft COMPANY 



TWCUIWIHjIgjINOCXJMBWY 




FIGURE II: In these leUerheade there is commercial "color:* The we of 

veil known trademarke and tmprinU at once connects the letter with the 

sender in the mind of the man uho receives it 
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in order to establish the authority of the writer. Tele- 
phone and cable addresses may be added if they are 
needed by the person addressed; otherwise occasional 
change in the number discourages their use. Foreign 
addresses may have both practical use and sales value. 
Manufacturers of a single product, especially of a 
novelty, often embody in the letterhead a picture of the 
article. Similarly a trade-mark may have identification 
and selling value. 

DmnSCnOSinthe 9eUction and ammgemmi of 
type 9d» the bunneu toki^ is or wiU be big apaH 
from the butinese uhidiwiU aUoaye be Uttle, 

Moreover, the style of lettering and of illustration 
must be in harmony throughout the heading. Avoid dif- 
ferent styles of type; select a type face which carries 
the impression you wish for your business and hold to 
it — a light and graceful type for the jeweler, the handi- 
craftsman, the milliner; a strong and dignified letter for 
the attorney, the doctor, the banker, the manufacturer. 
Chances for originality in adapting lettering to your 
business are attractive. To neglect these points leads to 
a confused effect that is one of the earmaiks of the 
**little fellow.'* The letterhead that will *'do'' will 
suffice for him; but the business house which considers 
detail and appreciates the wide influence of its letter- 
head demands a design conspicuously good, in which are 
reflected the character of the house and quality of its 
products. The fewer the elements of your letteriiead 
and the more perfectly in harmony they are, the more 
prominence each acquires. 

The letterhead of the American Telephone and Tele- 
graph Company (Figure I) is a conspicuous example of 
taste in stationery. The name and address of the com- 
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pany are printed in black Gothic letters on a pure white 
paper. Its simplicity and brevity give it the force of re- 
finement which more elaborate headings lack. The sec- 
ond heading above it, for example, while dignified, in- 
cludes detail that detracts from legibility and impressive- 
ness. The American Locomotive Company letterhead is 
another example of simplicity. It has not the force of 
the first mentioned heading, because of the lack of in- 
terest in display and in the "color values" of the letter- 
ing. In contrast with it is the Crane Company head, the 
directness of which gives force and dignity. Size as re- 
gards the words '* Crane Co.'* as compared to the rest 
of the lettering, conveys an impression of the bigness of 
the concern. The dignity of the President's letterhead 
is merely emphasized by its simplicity. The Volk Bros, 
heading shows that a merchant can get simplicity and 
effectiveness by restraint in the use of the local printer's 
resources. 

The idea of selling phrases as illustrated in a single 
powerful line, is often well worth while. An ofi&ce ap- 
pliance manufacturer, for instance, printed his supply 
of letterheads frequently, so that on each new supply in 
red letters across the bottom of the sheet appeared an 
up-to-date sales figure; ''To August 4, 64,821 of our 
machines have been sold." 

The letterheads in Figure II are exceptionally dis- 
tinctive, yet not too formal or conventional. A well 
balanced head, in which the type is nicely fitted to the 
product, is that of the Whitaker Manufacturing Com- 
pany. The drill pictured not only serves as a trade- 
mark, but indicates at a glance the product for which 
the factory stands. The tool list given at either side of 
the sheet has sales value which overbalances the objec- 
tion to it as added matter. 
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Something rather unusual is the stationery of the 
Clague Agency. The name and address are in black, 
engraved in a distinctive letter, set off by rules in red; 
the firm monogram in red and black at the right fixes 
and supports the date line and gives a touch of the 
unique which is desirable in the heading of a concern 
versed in printing technic. 

EXAMPLES of big butiness stationery in whidi nm- 
plicity gives distinction, and UuUftd arrangement is 
used to rtsfiect to the utmost the concern's dignity. 

There is an interesting study in the different uses of 
Gothic shown in the Whitaker, Swift and Mark Gross 
headings. The Swift and Gompany head takes its posi- 
tion and reputation for granted by its simplicity. The 
Mark Gross heading in copy and trade-mark suggest the 
concern's international character. The simple lettering 
on the John O. Powers heading harmonizes with the dig- 
nity of the firm and profession for which it stands. The 
Western Electric heading is an effective example of 
Gothic type in harmony with a special letter that in its 
zigzag lines, cleverly suggests electric current. The trade- 
mark suggests in an interesting, dignified way the 
breadth of the company's sales operations. 

The stationery of the Gurtis Publishing Gompany em- 
bodies the two imprints of the house, which are frankly 
treated as a part of the design. A compact letterhead 
of this style, where the essential reading matter is com- 
posed in a small and well filled space, is especially desir- 
able on half sheets intended for short letters. The usual 
folds would not strike the heading and the decorative 
value is such as would be difScult to attain in a larger, 
less compact design. 

The personal note in stationary is further indicated 
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FIGURE III: There is pereonaHiif in these letterheads, and a dittineUse 

pMilf that makes them stand out from the ordinary, inarHstio specimens 

thai wuke up ^ mass of ^mominfs mail 
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by the striking letterheads shown in Figure III. The 
Hart, Schaffner and Marx heading shows the extraor- 
dinary force of clean-cut lettering, absolutely without 
punctuation or ornament. The Alfred Bartlett head- 
ing (printed in green on cream stock) embodies an ex- 
cellent idea for lawyers and professional men, and for 
business houses that offer special services rather than 
simply merchandise. The typesetting machine shown 
in the next heading suggests the value of the poster or 
silhouette style in the use of a well known trade-mark. 
The simplest and one of the most forceful of this group 
is that of Calkins & Holden, which consists of a single 
line of engraved lettering, finely treated as regards de- 
sign, spacing, margins and weight or color value. 

The other three headings include the personal mark or 
impression of the individual. The monogram TNF 
(printed in yellow upon a white hand made paper) has 
a personal interest and also suggests the possibilities of 
a plan in the design of all your stationery, since it is 
used not only on the letter and envelope, but also on the 
shipping label and as a personal monogram. Similarly 
the design of Walter Whitehead, the artist, includes a 
stenciled W, which he uses to mark his paintings. Some 
of the more painstaking and studious business men have 
worked such letterhead designs into the billhead, the 
envelope, the carton cover, the business card, the ship- 
ping tag, the address label, and even on memorandum 
pads, bank checks and publicity matter. Such a plan 
contributes to the compactness and permanency of the 
impression which the business makes upon its public. 

The distinctive Will Bradley heading shown in this 
group is again a suggestion of the salesmanship which 
can be injected into stationery. The wreath and figure 
are printed in brown, the rest in black. In a letter cam- 
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paign among shoe manufacturers, clothing concerns, 
paper dealers, jewelers and makers of furniture and 
staple commodities, he prepared a set of letterheads, 
which, instead of fitting his own business^ were designed 
to represent in each case the business of the men on the 
list to which he sent the letter. The design shown was 
used to solicit for the Bradley service from shoe manu- 
facturers. For each of the other classes there was an 
appropriate letterhead, adhering throughout to the 
colonial style, but varying tactfully, business by busi- 
ness. 

The idea back of this plan is that such service not 
only interests your prospects, but indicates to them 
your ability to serve them. To make your letterhead 
carry a sample of your service is a step beyond the sell- 
ing trade-mark or sales phrase, and its possibilities are as 
yet unmeasured. A set of letterhead designs, featuring 
specialties to various lines of trade, might be worked out 
by the manufacturer of tools or machines, or by the 
general jobber, as well as by the artist or the advertis- 
ing agency. 



"DBOADLY, ihe rules of Utter wrUing work require the 
^^ injection of a pUtuing and individual personality — 
iMch largely includes the necessary originality^-a personal 
touch that gets the reader* s fawyrable attention in the first 
sentence. Then the prospectus desire for what is offered 
must be sharpened. This may be an educational process 
requiring several letters, if it is a big sale, such as farm lands, 
a piano player, or an automobile; or may require only a single 
paragraph. 

— ^Harrison McJohnston 
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EFFECTIVE LETTER 
ARRANGEMENT 

By J. T. Carpenter 

SUCH devices as underscoring, marginal headings 
and unusual salutations cheapen a business letter/' 
says the advertising manager of a New York firm which 
goes with a single line to high-class trade. ''Instead of 
helping the reader to catch what you have to say, clev- 
erness in making your letter unique distracts him aad 
sets him to thinking merely of how you say things. We 
make it a point always to keep our letters dignified and 
conventional." 

Just across the street another writer put his policy of 
letter arrangement into these terms: ''Letters should 
play for attention and emphasis. They should be made 
attractive and unique in appearance. We have used all 
sorts of schemes to make our letters 'different' and have 
found that the writing of the body of the letter in an 
odd shape sometimes strikes our trade just right. '* 

"Both men probably were right — each for his prop- 
osition,'' said a third advertising manager whose experi- 
ence has been broad and successful. "Whether you use 
conventional or unique letters depends upon your prop- 
osition and the people to whom you are writing. The 
bank president, broker and professional man appreciate 
genuine dignity, and every personal touch in your let- 
ter to them needs to be tactful and in good taste. If, 
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on the other hand, you are selling a one-dollar novelty 
to hard-headed dealers, your proposition goes into com- 
petition with all sorts of letters and needs to have some 
distinctive way of getting attention. If you are going 
to printers or advertising men, it may be worth your 
while to play to their taste for something technically 
novel. 

**Suit your letter to your oflEer and the man you write 
for. Let anything unusual grow out of the proposition 
and help to drive home the sales talk — not complicate 
matters or distract attention from your point. To make 
your men get your idea quickly, forcibly, permanently 
is the test." 

Out of this idea grow the approved practices of ef- 
fective business correspondence. A long letter on a mat- 
ter which is unimportant to the reader marks the writer 
as over-talkative. The first rule of letter arrangement 
is not, however, **get your letter on a page,*' but ''make 
the length of your letter correspond with the bigness 
of your proposition." Writing to farmers on a subject 
in which he knew they were vitally interested, one corre- 
spondent found it necessary to extend his letter to ten 
pages — ^and the letter was a success. A man who had 
ofSce appliances for sale, on the other hand, and whose 
appeal was made to city business men, put his proposi- 
tion neatly in four paragraphs. 

The same principle applies to emphasis. Underscor- 
ing lines or putting them in capitals, typewriting a 
headline above your letter or using subheads at the left 
of important paragraphs is sometimes effective in that 
it makes the letter easier to understand and clinches 
your point 

One firm of national reputation catches the reader of 
its sales letter with an opening line in capitals, care- 
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fully worded to arouse interest and curiosity. In place 
of the name and address, one informal sales letter carried 
this short line paragraph : 

Caieking at- tIiIs letter is for you. It will take you 

I'^'niion at ten seoonde to read it and sare you hours of 

cnce, worry. 

Above the salutation of a ** Christmas gift" letter 
addressed to a miscellaneous list was this crisp para- 
graph : 

A good opener. Tou are in doubt about just the right pre- 

sent for some one? 

If it's a man and he saokes. there is noth- 
ing safer than a hoz of oigars selected with 
oareful disoriaination. 

Down the left side of a three-page letter bearing on 
an involved and important proposition, the writer ar- 
ranged paragraph subheads written with the red ribbon 
and so worded as to help tiie reader get llirough the 
proposition. 

Printing across the letter usually blurs part of the 
typewritten matter, or if arranged down the left side, 
distracts attention from your message. The better way 
is to make your extra points by a clever enclosure of 
some sort. One firm often avoids a long follow-up by 
attaching a brief note to the carbon copy of the original 
letter which first presented the case. An effective enclo- 
sure is often made by pinning to the upper right-hand 
comer of every letter a picture postcard carrying a 
personal interest and perhaps a note on a trip into the 
section circularized, a crop report, a photograph, a desk 
motto, a three by five follow-up card or memo slip, a 
marked calendar for the month, a small specimen of the 
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wood or metal turning produced by the plant, or any- 
thing which lets the reader feel he is getting behind the 
scenes, into the confidence of the writer and among the 
novel details of an unfamiliar business. 

The president of a small wholesale concern multiplied 
the results from his form letters by this postscript in 
his own handwriting: **May I not aid you personally 
in selecting your stock to the amount of $50, $100 or 
$150 r' 

The whole appearance of your letter can thus be used 
either to whip up or to discourage your reader's inter- 
est. A hearty, hustling atmosphere goes with a letter 
in which every line and word have a definite reason. 
Often a complete street address and an elaborate saluta- 
tion have no value at the beginning of a letter; why 
use them— why not be natural! Why give your letter 
a cold, impersonal tone by dictating **We take this 
means of calling your attention,'* when in the first line 
you might challenge your reader with the words ** Judge 
for yourself." Glancing over your average day's mail, 
consider the closing phrases, **We beg to remain," 
** Meanwhile we beg to subscribe ourselves," ** Thanking 
you for your letter, we beg to remain." 

One highly important point of letter arrangement is 
to observe pleasing margins. The margin at the right 
need not be ragged, and for neatness may approximate 
that at the left. These margins may well be made gen- 
erous, not only for the better appearance, but also be- 
cause any printed or typed line over a dozen words in 
length is tedious to read. The most desirable margin 
at the bottom is that which, including the signature, is 
slightly greater than at the side. Avoid having your 
signature run heavily into the margin, or your entire let- 
ter set in wide measure close to the heading, so as to leave 
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the lower half of the letter blank. Narrow columns with 
double spacing, short paragraphs and extra spaces be- 
tween paragraphs will make a brief letter neatl7 occupy 
the center of the letter and balance up the page. The 
progressive business man adds to the power of his cor- 
respondence by giving the sheet the same attractiveness 
which an artistic book page carries. 









ranged letter. 

More space 
between ad" 
dress and 
salutation. 

Paragraph 
indentation 
is incorrect 
throughout. 

Right-hand 
margins 
ragged and 
careless. 

Last par Or 
graph should 
be longer or 
shorter. 

Writing is 
crowded to 
top of sheet. 


Chioago, HoTamber lOth. 
1912. 
Mr. 9. B. OiUatt. 
City, 
Sear Sir: 

Tour nama la not on our booka. 

SMILB — now la the tiaa to put 
it there! 

Thia BorniBe arary one of our 
Tanoy Suita and OTareoata go on aale at ax- 
aotly one- third off - a tranendoua re- 

duotion at any time of tha year 

and phenonanal at this aapaoial tine, 
before we ha^a had any aoTore oold 
weather. 

Thia faot maana that our atooka 
are unusually oomplete. We hare no old 
merohandiae in the houae - everything 
on sale is atriotly thia season's gooda. 

It 'a up to you to hurry — 
aa there'll be a big ruah to "gat in" 
on this good thing. 

So SMZLI — and hurry down to aea 
ua. 

Vary truly yours, 
HA1KIS8 & COIIPAHT 











FIGURE IV 
iimpfoper 



The letter reproduced here is an example of poor layout and 
The general effect is bad. Note the particular faultB 
to which attention is called at the Uft 



Short paragraphs are always desirable because they 
economize the reader's attention. A full-page letter 
single spaced and without frequent paragraphs, es- 
pecially if written in wide measure, is far more diflScult 
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to pnzzle out than a two-page letter in which an inch 
and a quarter margin is carried, with three to ten line 
paragraphs and double spacing between paragraphs. 
Extra space between paragraphs is altuays worth while. 
Custom indents the first line of each paragraph five 







"™ 


A well OT" 
ranged letter. 

Proper space 
between head, 
and body, 

M or ffine pro- 
perly spaced. 

Right margin 
even and neat. 

Not too loose, 
but carefully 
paragraph^. 

Proper lower 
margin to 
complete the 
page balance. 


London. October Sth. 1912 

Mr. A. M. Hartley. 

Chioaso. U.S.A. 

Sear Sir:- 

A recent oanraee of the SMartest 
tailors in London brings the certain 
info niat ion that the Chinchilla Over- 
coat will he quite the Togue during 
the winter season present. 

Without disparagement to producers 
of cloth either at home or in AMeri- 
oa. we subait a sample with this 
letter of what in cur judgment is 
the most desirable Chinchilla wo^en 
in Ingland this year. 

SeTcral bolts of this cloth, each 
length stamped with the Willis Mark, 
in a Tariety of colorings, ha^e been 
sent to Messrs. Hamlin and Sharp, 
Continental Building, Chicago. 

Such an orerooat will certainly be 
worn with extreme satisfaction. 

faithfully yours, 

H. ?. T0BB18T AID COMPAXT 











FIGURE V: Cartful margins all around and the accurate balance of 
material in the different paragraphs make the first impression of this 
letter pleasing to the eye 

units, but this is unnecessary if double spacing is used 
between the paragraphs. Omitting this indentation sim- 
plifies the typist's task and cuts the cost of every letter 
you mail. 



Digitized 



by Google 



64 STYLE AND MAKE>UP 

To work out a match between the color used on the 
duplicating machine and that used for the date, name 
and fill-in, takes skill and patience. The purple ribbon 
is the easiest color to match and the surest plan is to 
buy the ribbons matched and save the worn typewriter 
ribbons to match letters duplicated with ribbons simi- 
larly worn. Black ribbons give a dignified effect to your 
letter, but are not so easy to match. Some concerns 
make the fill-in with the red ribbon in order to get 
around the difficulty. It is especially important that 
the collection letter give a personal impression, and un- 
usual care is required in making its fill-in match in lin- 
ing, spacing, type and color. 

** Hanging indentation'' is an effective way to make 
your letter look interesting and to emphasize a particu- 
lar paragraph or list which is important to the reader. 
The following letter shows how an advertising man used 
this plan to get emphasis for a list of store bargains : 



Tou will find Interest, we ^eliere. in this 
advance announoement of our July oXearlng sales » 
whioh ^egln next Monday. 

8inoe the olearlas is to he store-wide, and 
reductions heary. erery patron will find amonc 
the iteas to he listed in next Sunday's papers 
somethinff - perhaps sany things - of an espeoiml- 
ly interesting and attraotiTe nature. Tor ex- 
attpl*: 

Hanging in- Women's and misses' suits #29. 6Q at #17. 00 

iii>*t*n44^ im Women's and misses' suits 

dei^^(^J9 originally SB. 00 at 32.60 

here enecnve Women ' s and mi s s es ' 

in caUing aU' dresses 25.00 at 19.76 

tfnH^toihe '•-•,»'.UV"'*"* '"-" 5.00 .t 3.3. 

important part Women's serpentine orepe 

of ihe letter, kimonas 2.00 at 1.68 

'' Women's silk lisls 

union suits 1.25 at .66 



The placing of the date, the formality of the saluta- 
tio and close, and the neatness of folding the letter 
all help to decide the reception it gets. Figures IV and 
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Y saggest common faults and the arrangements which 
are generally approved. One concern in printing its 
letterheads has a small dot or period placed just below 
and to the right of the heading and requires its typists 
to cover this dot with the first letter of the date line. 
It also prints a light line in the left-hand margin to 
indicate the first fold in order that the sheet may fit 
the envelope snugly and yet without the even edge which 
makes it difficult for the reader to open out the letter. 
The highest type of business correspondence is that 
which carries a pleasing perscmal interest and also gives 
a distinct impression of a well managed business, foun- 
ded upon good service and courtesy. In order to get this 
effect one house which does a mail order business of six 
figures yearly has every new correspondent work as an 
assistant at the elbow of an experienced letter writer 
for several months before handling any correspondence 
on his own initiative ; and also issues to the stenographic 
force a "style'' letter, written in approved form in 
every detail and carrying the rules governing various 
letter writing questions which come up in the day's 
work. The rules specify the placing of the date, the 
arrangement in case of two, three and four-line ad- 
dresses, proper salutation, dose and signature, the style 
of numbering the second sheet and the double spaced 
ouTelope superscription with even margin at the left. 

'pHE great ad9aniag§ tm the letter vkieh indueee the r#- 
^ eivient to expreee kU interest in an inauiry i$ that uou 
mot amy make him put himself uncaneciously under an Mi' 
§atum to read further detaU$,M you give time for the thaughie 
thai you haee started to get in their vork. 

-S.RoIandHaU 



Digitized 



by Google 



VII 

DETAILS THAT MADE 
LETTERS PULL 

Bf B. C. Bean 

A MANUFACTURER who all his life had employed 
a large sales force and who had used circular let- 
ters in a desultory and unsystematic yet paying way, 
determined to make a careful test of their value by cir- 
cularizing the dealer and the consumer for the sole pur- 
pose of helping his traveling salesmen take orders. 

First, he worked out with a number of his most effi- 
cient salesmen the most effective arguments that should 
be embodied in these letters. These arguments were then 
dictated in the rough. Skilled writers then arranged 
them in order and expressed the ideas in a form that 
was designed to appeal most strongly to the prospective 
customer. The letters were then turned over to the 
typewriting department, which was equipped with the 
necessary labor and time-saving devices, to be produced 
and mailed on a specified day to special lists that had 
been selected for these tests. 

When the plan had been working long enough to 
secure data on costs, the manufacturer next determined 
to find out whether or not the expenses of these mail- 
ings were justified by the returns. To find out, he took a 
young man, new to this particular business, but with a 
training in a mail-order house and a knowledge of the 
retail merchant, who knew from experience how the 
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physical aspects and the mechanical appearance and 
style of a letter influences the average man in his buy- 
ing. 

He was turned loose in the correspondence department 
with instructions to make the finished letter do the woi^ 
of business-getting as well as possible. 

HOW one concern put He sales to the laboraiory test 
and picked out the points that are ^ective in making 
or marring the mail campaign. 

This correspondent called on a string of retailers just 
after they had received the letters. He led them to 
voice their opinions without letting them know his real 
interest. He studied not only the house letters, but 
letters received from other manufacturers. The result 
was that a definite policy in regard to every point in 
each letter was formulated. By this maneuver the re- 
turns from letters evolved in these investigations were 
nearly doubled. 

Barring prejudice — ^the quirks and turns of mind that 
the investigation brought out — it was found that there 
is one right way to handle practically every detail of 
business correspondence (Figure VI). 

The first point determined was that not enough time 
was allowed for getting the letters out. In the last^ 
minute rush stamps were carelessly afi&xed, envelopes 
were faultily sealed and the folding was carelessly done. 
Enclosures were janmied in, while booklets, catalogs and 
house organs, which were sent separately, arrived too 
early or too late. Haste in mailing usually stamps the 
letter with a ** factory-made" look. Often five thousand 
letters went through the various processes in the time 
that a thousand only ought to have been handled. Not 
the fact that the letter is a form keeps it from pulling, 
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but because it is a carelessly made ''mechanicar' form 
instead of a ** personal'' form letter. This important 
"personal touch" may be secured in the mechanical 
preparation of the letter. Study was made of each oper- 
ation to get the small points that hit the customer most 
favorably. 

Inquiry also showed that the customer favors a letter 
that is ** different" from the ordinary letter. Difference 
in the size of the envelope and in the wording appeals 
to him. An inscription of some kind — ^in red ink across 
the face of the envelope, for instance—commands his 
interest. 

One of the rules su^ested to the stenographic force 
was: **It is better not to write the letter than to mis- 
spell the reader's name." It was found almost without 
exception that business men feel the sting of being ad- 
dressed in a blundering way, and that frequently the 
error touches a definite prejudice. 

It was found, too, that a customer resents inaccuracies 
in stamping and sealing. Well placed and carefully 
aflSxed stamps — one of the smallest points in the mechan- 
ical handling of the letter — should be scrupulously looked 
after. 

The usual faults of sealing are much the same as those 
of stamping. The flap of the envelope bulges when en- 
closures are too bulky. Good envelopes are rightly 
sealed only with care. Cheap envelopes often do not 
seal satisfactorily; frequently they reach the addressee 
partially opened. 

Inspecting paper stock before accepting it, and careful 
work in sealing and inspection after sealing is needed 
to produce a letter that favorably impresses the recip- 
ient—especially if he is a retail merchant and personally 
opens his own mail. 
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FAULTS 
TO AVOID 
INFORM 
LETTERS 



{: 

t 



MMUMO TOO LATC 



IN WORDING 



MAIUNO WITNOUT TRV-OWT 



fmrtmpma upsiok i 
ml 

^•MKAfllMa KNVCI.OM IN MAUNO 

{TCCHmCAI. 
mPCIMONAI. 
ovm-rAMaiAfi 



r-OOITIW 
I "Wt" AMI 



AND '*r*NATHCN TNAM "VOV** 

r 

UfrmVTMC < IXAOOCRATINO AMOUMCNT 

^^MIOVIOINO rALSC IMOUCKMCNTS 



[ 



NOWSINa INTCNCST AND NOT CUNCHINO IT 
AIM NOTCLCAR 



INMAKCUP 



(^eONOUAUTV 
rUkNNV COLONS IN NNINTINO 
SNVCLOMS THAT OO NOT MATCH UtTTKN 

(CNOWOINO 
LACN or BAUkNOC 
MANOIN 



FIGURE VI: Every detail connected with the form letter must be carefully 

etudied with regard to the selling power it can be made to deliver, FauUe to 

aeoid in correspondence are here shown 
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Customers appreciate a letter so folded that it may 
be opened to a fiat sheet with the least effort Thou* 
sands of sales have been lost through such a minor mat- 
ter as '"flush" folding; that is, a fold in which the hot* 
tom edge of the sheet is brought up on the first fold. 
When the letter is thus folded it is troublesome to sep- 
arate the closely adhering edges. The tendency of a 
man in a hurry, when he finds that the top edges of a 
circular letter stick together, is to toss it into the waste 
basket unread. 

Customers appreciate grouped enclosures rather than 
those crowded into the envelope unsystematically. It is 
the custom to fold and insert enclosures separately. The 
result is that they do not get the attention given to en- 
closures that are grouped in logical order. It pays to 
arrange all enclosures in the order of their importance 
or clip them together in the same sequence as m^i- 
tioned in the letter. The clip or some other attachment 
device also prevents any of the enclosures from being 
lost. 

By paying reasonable attention even to such small 
details one manufacturing concern, on a conservative 
estimate, has doubled the efficiency of its circular letters, 

INSIGNIFICANT though it seems, the tiniest detaU 
may spell failure instead of sueeeu — how different 
concerns hoM caught and corrected their mistakes. 

It is not necessary to overhaul every sales campaign 
as thoroughly as was done in the case to which reference 
has just been made. Often a small but significant 
detail will clog an entire campaign. 

"Sometimes a detail almost microscopic will nullity 
a good selling scheme," said a man who started as a 
small salesman and who is now one of the substantial 
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men in the sales promotion business. 

''At one time my partner and myself put out a strong 
letter — ^for those days-^from our office in the Masonic 
Temple. It was a letter that went exclusively to Roman 
Catholics to boom the subscription interests of a church 
periodical. The returns amounted to less than one per 
cent of our list. Finally, it occurred to us that the 
postmark on outgoing mail dropped down the chute in 
the building where we were located would read "Ma- 
sonic Temple" — a name that was unsympathetic to the 
taste and dispositions of our prospective patrons, many 
of whom have strong scruples against secret societies. 
So we changed our mailing point and had return en- 
velopes addressed to the street number. Our replies in- 
creased immediately 

''When we went into the advertising business and 
handled &shionable accounts we remembered this 
wrinkle. A society woman often will resent mail that 
bears a postmark from a substation in an unfashionable 
locality. This is a small point, but a factor in doing 
business by letter that requires attention. 

"In one instance a well known manufacturer of toilet 
preparations who sold direct to consumers by mail and 
whose office and factcwy were located near the stock- 
yards postal substation, noticed an appreciable increase 
in returns when he started to send all his mail from 
another substation with a different reputation." 

"A single phrase will sometimes make a big difference 
in replies to our correspondence," said the manager 
of the country mail order department of a jobbing house. 
"I had worked up a splendid sales letter, had tried it 
out and found it to be an excellent puller. Then I put 
a postscript on it — it has always been a sort of trade- 
mark with our firm to feature the phrase 'We save you 



Digitized 



by Google 



TO STYLE AND MAKE-UP 

ten per cent on your money.' So I taeked that on. 
Much to my surprise, the letter — good oa the tryout — 
proved a slow one on our prospects. I stopped the 
mailing on it and checked over my tryout returns to see 
if there had been any error, but nothing was found 
wrong there. 

''Then I looked at that innocent postscript again; it 
seemed innocuous. Finally, I called a business writer 
who has theories of his own as to how the human brain 
works. It took him but a moment to diagnose the case. 
The postscript was an example of a trite phrase which, 
in addition to the lack of any definite appeal, was to my 
farmer prospects really an expression that left a bad 
taste in the mouth. A farmer is accustomed to pay out 
interest, and he associates percentages with an outgo 
for which he gets no return. Consequently, the phrase 
had an unpleasant association. In its revised form the 
postscript read : * Keep ten cents out of every dollar yon 
would have to spend elsewhere ; ninety cents buys a dol- 
lar's worth of goods with us. That's the basis on which 
our prices are made--ninety cents to us; ten cents to 
you.' 

"Since that time I have studied expressions that con- 
tain reference to percentages and have o(Hne to the 
conclusion that the direct use of the term 'per cent* 
loses a part of its strength. I prefer to show my man 
what part — ^how many actual cents — he is to save through 
his dealings with me." 

A manufacturer of a device for which there was a 
large and growing demand wanted more capital. His 
proposition was sound; his soliciting letter was well 
prepared; the list was all that could be desired. But 
there was a drawback somewhere, and the oommon-s^ass 
promoter set out to find and correct it. 
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Everything about the solicitation scheme stood sera- 
tiny except the inserts. They were two in number and 
they at once caught the eye of the critic — n. thorough- 
going business man. 

''What are these inserts fort" was his immediate 
inquiry. 

''To give the prospect a blank on which to order, and 
to instruct him how to send in his money," was the 
response. 

''Then, if you want to get results, first of all, change 
your application blazik, as you term it. The word 'appli- 
cation' is associated with things asked for— many of 
which do not materialize. It is a point to be consid- 
ered in a letter of this kind. An 'application' implies 
that the signer must 'knuckle down' in order to make it 
Both these are bad. 

"Experienced sales managers no longer call a contract 
by that name; it is now designated as an 'agreement' 
OP a 'memorandum' of purchase. Change the 'Applica- 
tion Blank' to 'Memorandum of Stock Distribution' or 
leave the heading blank." 

A further change was made. "Beserve for me 

shares of stock," was the phrase used — a phrase that 
implies that the prospect orders the seller to do some- 
thing, and does not suggest that he humbles himself by 
"applying" for something for which the correspondent 
18 demanding his good money. 

"Eemit money by post office money order, express 
order or bank draft," is a commonplace and unneces^ 
sary piece of instruction. This implies that the prospect 
lacks sense enough to perform one of the simplest busi- 
ness acts. He should remit the money by any means 
he prefers — so long as he remits ; he should be his own 
judge of how to send it. The letter should, as a rule. 
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urge the prospect to remit rather than dilate on the 
manner in which it is to be sent. 

The new circular matter, which embodied these points, 
paid just seventy-eight times better than the first. 

LITTLE or big^the letter can find the beet point qf 
contact — carrful analyeie will help you to dieooeer 
it and put ii to profitable uee. 

It is di£Scalt for the man who has met with some suc- 
cess in other lines and whose habits are set to break 
himself of them. 

''I thought that some of this talk about changing your 
lifetime habits and still getting results was mere 'trav- 
eler tales' until I tried it myself," said the manager 
of a small western jobbing company. ''I had always 
thought myself a pretty good correspondent. But one 
day I took two or three of my best letters and sub- 
mitted them to an advertising man who was visiting 
me. I told him frankly that I thought they were good. 
But when he asked me if I wanted a real opinion or 
mere compliments I invited real criticism. 

''I gathered from his diplomatic exposition that I 
had acquired the habit, when an agent wrote in for a 
favor, of telling him in the first ten paragraphs all the 
reasons why his request could not be granted, and then 
in the last paragraph granting him what he asked. 

"In other words, I had been writing letters for eight 
or ten years and had never seen the waste and poor logic 
of such a course. My letters now begin by granting the 
favor or turning it down in the first paragraph. Then 
the pleasure or agony is over, and I can cut out the 
excuses and promises." 

It is often possible to get your best results from a 
short letter. A two-hundred word note that did not 
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bring a dollar's worth of direct returns is said to have 
saved the credit of a $250,000 plant and, possibly, kept 
the institution from failure. 

In a western state a fire insurance company was organ- 
ized and started out to do a small, conservative business. 
Luckily, the company met with few losses. But this 
very fact was used as an argument. Rival agents ar- 
gued, ** Suppose the Western should have a few heavy 
losses— do you think they could pay!'* 

Under the law, a certain part of the capital stock 
may be invested in farm mortgages. That gave the sales 
correspondent his chance. To every man on the agency 
list was sent a letter that solicited farm loans. It re- 
quested the agent to do his best to place one, two or five 
thousand dollars on suitable farm security. In fact, the 
letter, with apparent carelessness, insinuated that the 
Western Fire Insurance Company had so much money 
on hand that it had to put it out where it would yield 
interest, as the company could not afford to have such a 
large sum lying idle. 

This letter pulled practically no business, as returns 
are counted nowadays. But it implanted an idea by the 
oblique method — ^that the Western Fire Insurance Com- 
pany had money to loan and consequently money with 
which to settle "in case of loss.*' 

TN ANY line of husineu, U is of the utmoH importance 
^ thai correepondence should be answered promptly and 
specifically, for the good toiU and oftentimes the trade of the 
etutomer depend on the prompt reply to his letter, 

— ^Leslie D. Knowlton 

Aatlttutf Auditor, N«w BaffUsd Tdei^Mae and Ttlecraph CoaipMif 
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TESTS THAT PICK YOUR 
STRONGEST LETTERS 

By CanoU D. Ifnrphy 

WHEN a keen young advertising man took charge 
of the mail sales for a metropolitan mail order 
concern he found formal and haphazard methods firmly 
intrenched. Facing the objection often made against 
his new ideas and policies, he took the attitude, * 'Let's 
find out'' To small representative lists of prospects or 
customers he presented the same proposition in all the 
different ways which looked promising. His customers 
balloted for the letter, the circular, the selling plan, 
the very salutations and signatures which were in dis- 
pute. 

The advertising agent who had handled the account 
before him had contended for a ''talkative" letter crowd- 
ing both sides of the sheet. By sending a short, well 
centered, clean margined note and the crowded letter to 
parallel lists of a thousand names and by making a 
similar trial on the follow-up letters, he proved by test 
and record that a brief introductory letter with longer 
follow-ups to take advantage of the prospect's awakened 
interest brought far more business than the old plan. 
By carrying these tests to the fourth and fifth follow- 
ups, he proved conclusively that for the ordinary offers 
made by his mail order firm the fourth follow-up fell 
below the line of profit. The sales effort upon each 
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new prospect was thereafter restricted to three letters. 
The time-honored plan had been to fill every letter 
with the self-importance of the concern, in the belief 
that this inflated tone would inspire greater confidence 
in the out-of-town customer. "We have so many 
branches established throughout the country/' the letter 
ran; "We have so many salesmen and can buy at a 
great saving because of our enormous size.*' The higher 
officials clung to this tone in their correspondence until 
by actual tests on parallel lists the new advertising man« 
ager proved that a frank, friendly first letter, phrased 
in the personal terms of "you'* and "we" rather than 
"this great merchandising house," and followed by 
second and third letters coming down to "you and I" 
and signed personally by the president, sales manager 
or other high official, brought more sales and larger ones. 

HOW one ameem fu^ ii$ UtUn to the UH in order to 
find the kinde of oopy and the plans of foUouhup 
wu>et iffedive in pulling orders. 

The tone of the old letters had been stereotjrped. 
**We have not heard from you since our letter of ten 
days ago," the letter often opened; "We wonder what 
the reason is — .** In the new letter campaign every 
envelope carried a sales letter built upon a definite sell- 
ing plan, ofifering the individual prospect something of 
personal advantage to him and backed in every case by 
a coupon or an order-winning enclosure. Not only was 
the tone of these letters approved by the test, but even 
their mechanical make-up, the selling plan behind them, 
the enclosures, inquiry coupons and order blanks^ were 
all subjected to careful tests. 

The small or "elite" typewriter proved more effective 
in test on identical letters than "pica" type. 
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Catalogs accompanied by letters proved more effective 
than catalogs sent alone. 

Follow-up letters accompanied by circulars or booklets 
likewise brought more sales than those which were not 
backed by printed details of the offer. A distinctive 
personal sales letter with a pamphlet containing an 
interesting personal story of a man who ''bothered 
along'' for years without buying furniture the conve- 
nience of his home required, pulled three times as much 
business as the old style of cold, vague, impersonal let> 
ter and enclosure. 

The second letter in this series was made the subject 
of a test on a special selling plan. The enclosure was 
a blanket sheet of picked bargains offered to regular cus- 
tomers. In one comer of the sheet in red, however, a 
special order blank was inserted, allowing the new pros- 
pect to choose one experimental order from the reserved 
list. A personal letter from the president of the com- 
pany carried the proffer. Again the returns far out- 
measured those under the old method. A third letter 
was built upon a premium plan. The enclosure ex- 
hibited an assortment of premiums, such as silver knives 
and forks, hat racks, cut glass and jewelry. Each pros- 
pect could select one premium free of chai^ with a ten- 
dollar order. Not only was this plan tested against the 
old plan, but two forms of circular were tested for the 
new proposition. One listed the premiums and de- 
scribed them without pricing them ; the other was prac- 
tically a sales circular, emphasizing the price of each 
item ; the latter was more effective. 

A campaign for inquiries on a special line was made 
the subject of a thorough test Five thousand names 
were allotted from a mailing list of more than a million, 
in order to make the test large enough to get a fair aver- 
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age. To the first half of this list a form letter went, to- 
gether with a return post card picturing one particular 
piece of furniture, giving the description, price and sav- 
ing, and offering on request a booklet containing three 
thousand more such bargains. To the other half of the 
list the post card enclosure was worked out more simply, 
with a specific appeal to the individual customer. The 
booklet rather than the piece of furniture was pictured; 
the caption offered it free on request and by cleverly 
'^baiting" the instincts of curiosity and gain, suggested 
its money-saving value to the customer. This enclosure 
proved more effective than the other and landed well 
above the profit line. 

TESlISGmdkod9Midr§eordithaipro9$ the worth €f 
different lettere — examplee qf letter faUuree ami 
euoeeeeee due to tuffUieni or inevffieieni teeUng. 

To care for these tests effectively, the office end of the 
work was carefully organized. A record card was kept 
for each variety of letter or enclosure. The routine 
of checking up the orders was based upon a pink order 
blank used only with test letters or in booklets and cata- 
logs coming out as a part of the test campaign. The reg- 
ular order sheets were blue and whenever one of the 
keyed inquiry coupons or a pink order sheet came in 
it was cut out of the filing routine as quickly as possible 
and sent to the advertising department; there it was 
checked on its record card. At four o'clock each after- 
noon all live test cards were brought to the advertising 
manager for his inspection and study in the choice of 
his advertising and form letter appeals for campaigns 

Letter testing is the method of the business man who 
has the patience and foresight to sacrifice today's big 
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chance for tomorrow's larger certainty. In many busi- 
nesses specific pieces of copy can hardly be tested be- 
cause the campaign demands immediate action and new 
copy, new plans, new details from week to week. In 
such cases, however, the complete records of campaigns 
must be kept, analyzed and rifled of their sales secrets 
if the advertising department expects to profit by its 
successes and losses, and to get ahead steadily on the 
safe basis of experience. 

A haberdasher came down one morning enthusiastic 
over the idea of circulating the members of five clubs. 
OfiEhand, he decided upon a five-dollar custom-made 
shirt as the basis of the campaign. The letters went 
out — every one about the store watched the mail — ^the re- 
sults were insignificant. A reel of postage stamps and 
an opportunity running into four figures were lost. A 
test on a few hundred names would have shown, per- 
haps, that some other article or grade actually had the 
market which the expensive article did not find in the 
club lists. 

The sales manager of a wholesale millinery house, 
after twenty years of field experience and in spite of 
many successful letter campaigns, has decided that it is 
worth while, because of the many opportunities he is 
overlooking, to test out his autumn campaign this year 
as to wording and dealer cooperation. 

A manufacturer wishing to circularize prospects 
widely throughout the nation set a force of skilled cor- 
respondents to work preparing five different ** first'* let- 
ters varying in sales plan, in introduction, in details, in 
"get-away.'' One letter offered to pay transportation 
on cash orders; another worked out a combination offer; 
a third offered accessories free of charge; a fourth 
worked out a discount for every prospect the buyer rec- 
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ommended, whenever such prospect made a purchase; 
the fifth offered choice of three liberal plans of payment. 
Nothing is more important in a letter campaign than 
your prospect list. In this case the highest grade list 
possible was obtained and enough names were taken 
frwn behind each guide card to total five thousand. The 
only element of selection in this work was the rejection 
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FORM I: TuU qf the pulling power o/ lettere are recorded on earde Uke 
Iftit. Beeidee eh4nDing the number qf ordere received, there i$ epaee for a 
complete record qfthe detaile qfeaeh campaign 

of names which were so far away that the test would 
eome in beyond the limit set for the opening of the 
campaign. 

When replies began to appear, a trusted employee in 
full charge carefully tabulated the results of each letter 
on a card record (Form I). One card was used for each 
of the five letters. Within eight days the rush was over 
and the relative merits of the different offers could be 
judged closely. Besides the direct results, record was 
kept of inquiries, classified under various headings, and 
the prize letter, revised to make the most of these iii* 
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quiries, was '' elected" as the sales-getter for the cam- 
paign. This method, used from time to time, while not 
mathematically exact, relieves the owner of the business 
from anxiety and invariably lands him above the profit 
line or so close to it that his occasional loss is insignifi- 
cant 

What the letter test will teach depends only upon your 
cleverness in keeping every factor similar in the several 
letters except the one query on which you are focused. 
By this plan different concerns have tested out the long- 
hand signature versus the zinc or rubber stamp signa- 
ture, letterheads showing the articles in colors and in 
black, attractive grades and tints of paper, general bal- 
ance and interesting appearance of the letter, the two- 
cent stamp versus one-cent postage, formal and direct 
introduction, the value of a misspelled word corrected 
by pen as an indication of genuine typewriting, as well 
as paragraphing and captions. While the results of these 
tests have varied on different propositions, they suggest 
strongly the value of the prospect's ballot in picking the 
letter that will sell the most goods— that stands best 
as an adjuster, a collector, a business agent of any sort 







T^iUlJB primarily Ike poHal mailing card is intended to 
^ ^ aid the letter, in many waye it does what the letter can 
never do. It can carry a design or an ilhistration without 
the least suggestion cf effrontery, which a letter cannot do 
without losing dignity. It can venture into clever schemes to 
dinch the interest. It is the acms of simplicity as means to 
win an inquiry. And withal it does its work at less cost than 
the letter. 

—Donald L. Kiimey 
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PART III- SALES LETTERS 

AND CAMPAIGNS THAT 

HAVE PAID 

Fixing Sales Standards 

A DVERTISING, like everything else in this 
wonderful country, has developed too fast. 
This headlong rush has produced success, rather 
than efficiency. 

The manufacturer who uses this great force to 
sell his goods has begun to submit it to the same 
tests as shop costs, sales or shipments. Long ago 
he admitted that advertising was a necessity. 
Now he asks that it be made more exact. 

Present methods are still crude, but they yield 
results, and those results are interesting. Some- 
time ago the advertising man extended his work 
from advertising pure and simple to a study of 
sales problems. Today progressive houses com- 
bine their sales and advertising under one execu- 
tive. The effect has been to benefit both 
departments. 

The old advertising assumed a certain thing 
was so and conducted itself accordingly. The 
new advertising assumes nothing and operates 
over a previously constructed road ballasted 
with facts. 
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IX 

INCREASING SALES TO 
DEALERS 

By FnhkHn W. Wood 

DID this letter sell yout" I asked my local grocer 
recently, picking up a neat form letter which lay 
en his desk above a waste basket half filled with other 
circular matter. 

'*Not yet— but it's going to.'* 

Here are three paragraphs which helped to account 
for the sales value of that successful letter: 



¥• haT* Just iBTeatsd a spltBdid d«Tie« for 
opplyins polish to floor* whilo otandlBS oroot. 
It !• 00 BOW that wo haro Bot yet had tlmo to sot 
out a olroular. hut it io proTiac Tory popular 
horo aad io truly a aoBoy-aakor for you. I want 
to siTo yott OBO oBtiroly froo oithor to soil or 
to uoo. 

AMeffeeHffeof" I vill ooad you this outfit aad siTo you a 

/W ^ «ifi<it«tA dosoa hottleo of tho polish if you will sisa aad ] 

m- JOT geuing rotura tho oaolosod sheet to mo. Besides this, J 

the dealer i ^in s«nd the whole outfit oa thirty days* 

etarted an a approral at our risk aad will soad you 200 typo- 

amoIifM writtea letters ia your aaao. four oouator dis- 

Mvw nno. pj^^y oases and our sploadid aow lithosraphod 
wiadow display. 

A etrong Tou aako 66)( oloar profit. Tou sot this 

**da!tuk^ " floor polisher froo aad you reooiTO a aost ooa- 
wvwwM*^. ploto adTortioiac oampaisa entirely worked out 

ia your faror - all free aad without takias oao 
oiaslo partiolo of risk. 

Making sales to dealers by letter requires the applica- 
tion of the same principles that make any letter effective. 
Your correspondence with your dealers must be full of 
''you'' interest, must have the same attention value, the 
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same power to interest, the same ability to get conviction 
and make the thing worth doing now which any other 
strong letter has. Where the wholesale correspondent 
often makes his mistake, however, is in getting the dealer 
and consumer confused — in talking about quality, dura- 
bility and price — the consumer interests; instead of about 
profits, demand, sales helps, store convenience and econ^ 
omy — ^the interests which the dealer has wrapped up in 
every line that is offered to him. Take these three suc- 
cessful paragraphs to pieces and you will find that they 
talk about the storekeei^er's profit — 66 per cent; they 
tell the dealer that demand has been tested and can be 
counted on; that the device has novelty and usefulness; 
that there is no risk from loss in handling; that a com- 
plete, detailed advertising campaign has been worked 
out through which to put the proposition before local 
trade. There is definite attention and interest value in 
this letter, clean-cut, convincing explanation. The let- 
ter makes it easy to accept and only fails in not adding 
a specific hurry-up argument as a final paragraph to 
clinch the order. 

Back of the enthusiastic, superlative talk which goes 
into the dealer form letters that go into dealers' waste 
baskets is a great deal of self-deception on the part of 
wholesale correspondents. What the letter writer needs 
to be anchored to in order to keep him from drifting 
away into inaccuracies and talks to consumers is that 
he is writing to a man who knows the ins and outs, the 
rare prizes and the many difficulties of retailing — a man 
whose interest is focused always on the time and money 
he risks in every new line and on the margin of net 
profit which is to be extracted somehow in order to stay 
in business. Hit the prospect with an offer of sure 
profit and he is your customer. 
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The manager of mail sales in a millinery house has 
tanght himself to write letters from the retailer's side 
through twenty years of field selling experience in forty 
states. Year after year he has seen his letter writing 
ability grow as he has grown in appreciation of the 
dealer's problems. His wide experience puts him in a 
position to judge accurately the kind of appeal that 
will bring trade. He f eelB, ratlier than analyzes demand, 
and now he naturally dictates a letter like this: 



Ifofi^-moik- 
ing poaibiU^ 
Het are wdL 
flayed up in 
Hm letter. 



Three central 
foragrapke 
tkaiadme 
wiihihe dealer. 



Summing up. 
'*Do it now." 



A profit of #24 oa aa laTostaoat of #36 (or 
f4S to #60 oa a #60 laTostaoat) - this is aoou- 
ratolj what our liao pajs mmnj storos. A dosoa 
of Colo's throo to flro-dollar trlBBod hats will 
eost 70U #36 or #60 aad will rotail for #5 to 
ilO oaoh. 

Colo's hats aro tha staadard of oxeolloaoo 
ia quality aad styla. Thoy aro aatioaally adror- 
tlsod aad wall kaowa. Thus tha doaaad is assurod 
to you. 

Tott Bood girt thoB ao additioaal spaoo. for 
you will fiad that you oaa satisfaotorily display 
thoa OB your rogular oouators with dross goods 
or ia your faaoy goods aootioa. 

Thoy roftuiro ao additioaal olork hiro. Thoy 
ara so attraotiro aad so wall kaowa ia aaao that 
aay of your ordiaary lady olorks oaa suoeossfully 
show them to tho customers who pick for thea- 
BolTos uador our aatioaally adrortised guaraatoa, 

lot oaly hara wa adrortisod those hats all 
OTor the oouatry, hut we assist you to sell your 
Btook of them hy seadiag you post cards aad other 
adTortising matter proTod offeotiTo. 

8o there is demaad, ooaTeaieaoe. eooaomy, oo- 
operatioB aad profit, all rolled up ia our offer. 

Retura the aaolosed card aad you hare 
started oa a profit-produoiag liae. 



Analyze this fraction of a successful sales letter ad- 
dressed to small dealers and you will find the great prob- 
lem of profit used to get the dealer's attention and 
arouse his interest; attractiveness and wide advertising 
as backing up the claim for sufficient demand to war- 
rant putting in the line; plain, homely points on store 
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convenience and selling expense, which suggest to the 
small storekeeper that he may make a few extra dollars 
out of this line from day to day and lift the reputation 
of his store a little higher without renting more floor 
space or adding to his payroll. Notice how advertising 
cooperation comes as a final point; how all these appeals 
are gathered in the single closing paragraph and how 
the dealer is furnished with something to sign in order 
that his readiness to take up the profitable line may at 
once become action. 

Not all letters fall into such careful divisions as this 
one, but sales value or the lack of it can always be 
traced in this way. 

Contrast the foregoing letter with this one, in writing 
which the correspondent has dealt in empty phrases 
while thinking about his own interest exclusively and 
has not even attempted to take into consideration the 
problems and points of view of his prospect: 



**We are W« ar« pleat«d to send you detorlptir* olr- 

«iZ#/u«/r' /Mi/f oulart and t«rms of tli« Barton Caloulatlns 
picawea mta xaohln*. which is tha latatt and raalljr tha aoat 

we tootua wonderful aaohina of its kind and ia hound to 

have no place hara a uniraraal aala. 

in the effectitfe wa would ha plaasad to hara you aot aa our' 

letter tDrUer*i diatrihutors aa wa haliara it would ha to mtual 
adTantaga. Wa naad rapratantatiras in your oity 
and Tioinity, whioh wa know aust ha a aonay- 
■akias fiald. 



ffoeabulary. 



Thia ia prorlns to ha tha haat propeaitioa 
ia tha fiald today; you oannot losa; taka hold 
at onoa. it it a oaf a and aura aonay winnar. 



Bun through these paragraphs and underscore the 
phrases that are written obviously from the corre- 
spondent's side— phrases that make easy general state- 
ments ; sweeping assertions, unbacked by proof. Try the 
same test of rose-colored prospects on the paragraphs 
which a milling company, manufacturing ten thousand 
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barrels of flour daily, sent to a list of its prospective 
retailers: 



Qmeral ttaJt^ Millions of IioubowItob haro usod Quadrox 

mmiM lika UtaM 'lour - aro uslnc it today. loTar any troabla ta 
mgniM nKc uwtM ^^^^ ^^ ^^ ^^^ liouiowif a who knows Ouadrax. Sho 
vt nevet tery will insist upon harinc it. Our roputation, 
4^96 — the baokad ty our adTartisias, ovr quality and our 
uderwanii cuarantoo, aakas the aala. 

to hear wunuy a satisfaotory and profital>lo businoss in 

Atdifui ^uadrox flour is yours for tha takinc. Tou will 

P'^r*^* flnA it tha aost satisfaotory quality businoss 

bttildar you hara aror had in your storo. Qual- 
ity - satisfiad patrons - hottor profits - ara 
all suaaad up in tha word Quadrox. 

Kiclit now is ths opportune tiaa to aako 
yours a Quadrox storo. If you dosiro, our v^ 
prosontatira will oall. or you oan soouro Quadrax 
through our irtiolosalo distributor, L. 0. Saapsoa, 
Randolph and Daarbom. 



Picture this as the first effort of a cub salesman who 
takes a deep breath and in cold, dignified superiatives 
tells the homy-handed grocer of the importance of his 
ooncemy beginning with ''millions of housewives" and 
dosing with '*if you desire.*' Does he get the order t 

'When you sit down to dictate a letter that is to pull 
trade from the local storekeeper — ^when you block out a 
form letter series which is to put your merchandise on 
the counters throughout a state or section — convince 
yourself that your line is really a profit producer for the 
retailer. Do not leave it to the storekeeper to carry the 
loss. It will cost you more to catch him, so wary has he 
become, than to get out, make a local test and secure the 
proof which will convince him that you are offering him 
a profit-making line. After you have adjusted your 
proposition to net something for the man who is to be- 
come your final distribution link, then put that specific 
proof, that definite chance of profit, into your letter; get 
down to business, warm up, figure it out for your pros- 
pect; get away from the millions and the hundred per 



Digitized 



by Google 



do 



LETTERS THAT SELL 



cent profit; show him how much every dollar's worth 
of goods sold is going to swell his bank account 

The man who wrote the letter offering the floor polish- 
ing novelty to dealers got confidence because he had 
enough faith in his own proposition to take the risk. 
Here is the conservative, self-reliant fashion in which 
another concern wrote to its dealers: 



First in the 
series, this Ut- 
ter carries a 
dean-^ut offer, 
MfeUtotd. 



Positive guar- 
antee of the 
proposition's 
worth. 



Tor a loas tia« 70a bar* tmmn r«adlna and 
hearing about tha Balas-eartaiiitiaB of Klaaa 
trusliat. 

low. If 70a aet iBBadiatal7« 70u eaa proTa 
out thasa salaa to 70ur own satiafaotloa - an- 
tlral7 At our rlak. 

8lBpl7 Ba7 on tha aaeloaed cuaraataa ordar 
blank that 70a will displa7 tha goods In 7our 
■tora and will azplala tha ■anitar7 adrantagaa 
of thesa hrushas to 7our custOBors; and we will 
■aka 70tt tha followlna axtraordlnanr propoaltloa. 

(1) Wa will dalirar a apaolal daBonstratlaa 
assortment iBmedlatel7. bo eash in adranoa, and 
pamit 70a to pa7 for saaa in tha ragular waj - 
at tha and of thirt7 da7s. 

(8) Wa will gira 70U our ragular dlseounta 
and an extra dlsoount for 70ur order ^7 mall 
within fira da7B. 

(3) Without eoat to 70tt, we will insert 
7our nauie and store address in the spaoe In- 
dioated on tha enclosed adTertiseaent to appear 
in the Sunda7 papers and will 8appl7 70U with at- 
traetiTa oouater and window di8pla7 signs - fraa. 

Lastl7 « we posit iTel7 protect 70U against 
loss. We guarantee that Clean brushes will sell 
on sight for 70U Just as the7 sell on sight for 
ether progrosaiTs dealers. If, after ninet7 da7a, 
an7 of this original d^onstration assortaent 
renains unsold* we guarantee to take it baok and 
eredlt 70U with the axaot oost of suoh brushes 
as we Ba7 take baok. 



There is no shoddy show about this letter, but a fair 
proposition, with a dignity that speaks well for the con- 
cern 's belief in itself, and a guarantee that backs up the 
proposition with absolute definiteness. The manufac- 
turer is willing to assume all risk, and take a loss if 
there is one. 

Following this letter another form letter waa written 
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about the idea of profit. After repeating the gnaranteey 
this letter continues: 



**Will it put W« Mtko this oxotptloaal of for olBplj to 

money in my doaonstrato m a praetloal way Juot what you ean 

poekdf** isSie oxpoot in Inoroaaod aaloa and profits "bj handling 

dealer^i que*" our lino. If at tho ond of ainoty day* you find 

Hon, Amwer that our brushot do not soil at woll aa you think 

yes, and your they ought to, wo do not want you to handlo thoa. 

leUer has a If* on tho othor hand, you proro aoantiao that 

ttrong argU' they are profitable and easy to oell, you want to 

wtent. know about and handle this line for the aoney 
there is in it for you. 



The closer you can get to these individual problems 
of the dealers you are writing to, the more certain you 
are that your letter will stay on top of his desk, to be 
read and pondered as the message of a business ally by 
the storekeeper who is besieged every day with dozens 
of lines that want outlet. 

Put yourself in the other man's shoes. Peel his prob- 
lems. Try to picture yourself standing behind his 
counters, and ask yourself what appeals would make 
you want to buy the goods you are trying to sell to him. 
The dealer is neutral. Your letter must win him over 
to your side. And the better merchant he is, the less 
likely are you to win him by **fast work.'* (Jet down 
to earth beside him, and show him as forcefully as you 
can just where you can make money for him. 

The manager of a vacuum cleaner company, planning 
to establish agencies, worked out a complete set of ad- 
vertising helps planned to make it perfectly easy for 
the dealer to start into the new field, and then made a 
test of the territory where he expected to line up dealers. 
Through advertising and letters addressed to lists of 
prospects, he developed dozens of probable buyers in 
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each district. Theiiy with positive proofs in his x>osses- 
sion, he wrote this specific, telling letter to his dealers: 



Th« public is int«r«stod in hyslsnio lioaos 
fre* of dust and dirt. Hundrods of in^uiriss and 
responses to our adTortisinc dailj prors tMs. 
Ths raouua eleaner is in demand. As I writs, 
there are twenty-nins lire inquiries in ay f ils 
froa residents of your own oity. These people 
aotually want to buy. I aa ready to send you 
their letters. 



FigwreB and 
faeU that kit 
hardm 



Dcwn'to4he- 
ground talk 
thatskowith$ 
dealer howto 
get rid of the 
stock he puis 
in. 



A "dincher^' 

ihatteaees 

euriosity. 



Besides sending you these naaes - and in 
addition to #40,000 we are now spendinc to pop- 
ularise our line throufh aacacine spaoe - this is 
what we will do for you when you take our asenoy: 

AdTertiso extensirely in your looal papers 
orer your naae - not for one week, hut for three 
whole aonths - telling people to go to your store 
to see our line. This aeans that the best buyers 
in your oity will ooae to your oounters. 

Supply for your own exolusire use an eleotri- 
eally operated window display whioh will draw 
people to your store. 

Cireularise one thousand naaes in your 
locality - the prospects to be selected by you - 
letters to go out on your own letter paper. 

Send you free of charge all additional in- 
quiries we reoeire froa now on in your distrlet. 

Oire you as auoh adrertising aatter as you 
require - handsome booklets printed in colors, 
catchy folders and show cards carrying tested 
sales copy and with your naae printed on thea. too. 

Vet only this, but on the day you accept our 
agency, we will send you our complete selling 
plan, based on the profit-making experiences of 
hundreds of merchants through the country who 
are successfully selling our line. 



This is a brand of sales-building cooperation which 
the retailer cannot aflford to neglect. Such cooperaticm 
may take any one of a half dozen forms. There may be 
the prepared list of prospective buyers which puts the 
dealer into actual touch with his best prospects. There 
may be the advertising and selling helps or campaign 
which the manufacturer, above all others, is most favor- 
ably placed to work out and which arouses the curios- 
ity — fascinates the imagination — of the local storekeeper. 
One commission house not only prepares form letters 
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to go to the retailers' lists, but encloses an advance copy 
of a proved sales letter so that the dealer can see the 
high grade of selling effort which is at his calL A man- 
ufacturer making an article that sells for ten cents puts 
cooperation with his dealers on a personal basis in this 
way: 



Paving the To rerify our olalas. our Dlstrlot Salos 

utaaforikM Kaaager. Mr. SIbboiib, will rislt yoa durias th« 

wm^jvr Mw oo»lii« wook. H*To Ms toll you all al>out our 
propoBltloa; oxaotly how to haadle it; all tlio 
details of our tested plan of l)riBCiaa ia store 
oustoa, and preoisely how we oaa sake the aseaoy 
for so saall a aorelty worth #5.000 a year profit 
to you. 



Winning the dealer by letter is a plain business mat- 
ter of showing him how he can make money. The first 
effective step is to get him started free of risk, if pos- 
sible. If you are frankly willing to carry your own 
risk you will get his attention and confidence. Then save 
him from too great investment, too heavy selling ex- 
pense, too much danger of left-over stock; give him a 
guarantee and back it with real standing in the business 
world. Show him that the sales can be made quickly, 
profitably, with small counter space and light clerk 
hire. Give him a chance, if possible, to get real cash 
out of the merchandise before having to settle his ac- 
count with you. These are the things that pave the way 
to the sale. 

Finally, make ordering easy; give him a good reason 
for acting now. Don't merely say that you have a good 
proposition and will appreciate hearing from him when 
he gets ready to order. Phrase your letter in such a 
way that he will want to hurry to the mail box with his 
answer. Here are the prize paragraphs from a 
manufacturer's sales letter which shows that power 
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comes from plain little words and the willingness to 
talk over the small storekeeper's limitations with him at 
his own battered desk: 



Notice here Another thing - our goods sell with alaoat 

Jb/Mft /wmfJWWM no effort on your part. Ono of our oustoaors has 
nowamjneieiif ayeragod orer fl.OOO olear profit Juat fro« our 
thevmter puts une alona annually for tho last throo yaara. Bis 
himielf in the high profit ooaos froa gottlng on without aay 
VoeiHon of additional trouhlo or oxponao. 

the nuM he i$ ah you hara to do la to plaoa our aaapla 

toriUna in ^^^ ~ * neat little affair - In a oonsplououa 

wrmmff w, plaoe ; it takes up wprj little rooa and you oan 

find epaoe for it no natter how orovded your 
•tore la: then put a eoupla of oaaee of our Una 
under the counter or at the foot of the baseaeat 
Btaira and you, too, oan add the thousand a year 
whioh aay ho tho differeaoa between eoafort and 
hardship. 



**You interest" wins the dealer just as it wins every 
one else. When you write letters to the dealer, however, 
remember that ''you interest" for him means, not the 
consumer's personal taste or comfort, but satisfied cus- 
tomers, re-orders, permanent honor in his neighborhood 
and net profit 



ijj 



T IMPRESS upon every one who vrUes a letter or meete a 
'' customer the fad that we are doing business wth people 
personally and not impersonally. 

We want every letter that goes out to be personally written. 
We want it to haoe the persorudity of the firm in tt and the 
personality of the writer. We woiddlike to have the stenog* 
raphers and typewriters take a personal interest in these letters^ 
Perhaps, if they did, they would not so frequendy make u$ 
fed that they regard themselves as machines inslwd of per- 
eonalitiei. 

— ^A. Montgomery Ward 

Fottodar, Mentgomcnr Wud and Conpmr 
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BUILDING UP RETAIL TRADE 
BY MAIL 

By J. W. PUk 
Retell Sftles Svperintendeiit, Manball-WeUs Hardware Company 

MOST retail merchants take it for granted that their 
trade is limited to business over the counter with 
local patrons. As a matter of fact, it is entirely prac- 
ticable for the retailer to extend his markets by drawing 
trade through the mails. To do so requires qrstematic 
advertising to interest possible customers, and service 
that will hold the trade after it is once established. It 
takes time also to work up a business by mail. But the 
field is worth while. 

The prime need of a mail order business is a live 
mailing list You need not only to secure a large num- 
ber of names and addresses, but to keep the list re- 
stricted to possible customers. 

If the newspapers of the territory you plan to reach 
are systematically read you will secure many names 
from the local columns. County superintendents of 
schools will supply the names of teachers and school 
clerks; and the teachers can be asked to give the names 
of substantial families and remunerated with a card en- 
titling them to a discount per cent on purchases. Per- 
sonal letters to this list and personal field work will 
bring in other valuable names. 

Having secured a live list on which to work, the next 
step is to decide what kind of letter and proposition to 
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give your prospects. The manager of a thriving de- 
partment store has increased the pull of his sales letters 
thirty per cent by carefully planning each letter cam- 
paign. His advice is as follows : ''Pick out one of your 
strongest selling lines and make your letters sell that 
particular article. Be sure to make your selection just 
when your prospects should begin to need the goods. 
Give them some definite inducement in price or service 
to make them want to buy. This will draw customers 
and give you a chance to sell other lines as well.** 

This store manager purchased a big stock of fine cor* 
sets for spring and summer wear. When women began 
to prepare their wardrobes for warmer weather, he 
mailed out to a select list the following letter: 



"You inter- 
egf* caughiin 
the first line. 

Introducing 
the booldet. 
Warning a- 
gainst neffieet. 



Service that is 
attractive can 
be had free. 



A natural 
reason for 
calling at 
once. 



Ton want to appoar at your boat In your b«w 
Spring apparol. Thoroforo. you tliould prooura 
tho oorset wliioh is beat suited to your fi£ura 
and which at tha saao tiao oonforas to tha oor- 
root Spring atylea. 

Tho ohoioo of a ooraot ia an art. Ton will 
find aany aucgeationa for your aaaiatanoa in tha 
eaolosod booklet about Kondoraon Coraota. Did 
you know, for inatanoo, that the wrong eoraat 
ean pomanontly mar and tho right ona iaprora 
your figure t Tor thia raaaon you ahould bo rary 
earoful to suit your particular roquiroaaata 
in your fitting. 

To aid you in thia. wo hara angagad an ax- 
pert ooraot woaan who will giro you har poraoaal 
attention. Troa her broad oxporionee. aha oaa 
ftuiokly toll you Juat what aodol will fit you 
best - will giTs your figure aupraao grace 
and beauty. 

This aerTioe ia. of oourao, frea - and you 
pay no aoro for tha ooraat. Juat atap ia aad la% 
her ahow you exactly what you have wiahod 
for. 

Thia lino ia aelling rapidly, beat call 
early to get the benefit of tho full atook froa 
which she can help you aake your solootion. 

Will you not ecae in today? 



Although this message might have been further im- 
proved, that it had definite selling appeal was proved 
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by large returns. The result was, specifically, the big- 
gest corset sale in the history of this prosperous con- 
cern, together with a notable increase in several of the 
other lines — especially underlinens and negligee gar- 
ments. 

Another letter plan used by this firm made a specialty 
of confirmation apparel. A mailing list of young ladies 
to be confirmed was made up and the following timely 
letter written to each one : 



Timdy, em- Tor your ooafinBatloa outfit, our btautlfal 

'n&AWWMA droaooB of whito Barquioettes and lawas prottll7 

Vnaa%mng trlaaed with laoe aad embroidery la tho loreli- 

pneeanaqual' ^st of tho Beaooa** atylea, offer you aa oxoep- 

Uy, and con- tioaally wldo raaco froa whiob to Boleet. ThoBa 

«nlr^^ an ;;[%5^;«%:2tVd"' •^•''* *"* '"' ''''•' "^' 

in, vJtich ihs ^^ ^^^ profor to do your owa dreBiaakiag. 

xn wnwn m ^^j^ ^^^ ^^^ ^^^ BaloBladiei Bhow you our dlB- 

vrospeetu piay of tho BoaBoa'a dalaty white fab rioa. laoaa. 

tnieretied, eabroiderleB aad trlonlasB of all klada. Our 

BalesladiOB aro thoroughly experleaoed aad opa* 
eially Inetruetod ae to ooaflmatloa aeeda aad 
will poraoaally help you to sake your aoleotioa. 

. . . ▲ Beat little preaeat await a you, whea you 
onneurwnty, buy your ooaflmatioa dreaa or the material for 

It of ua. 80 atop la today aad let ua help you 

to aake up your outfit. 

Here are the elements of retail success by letter; 
definite you-and-I talk of goods and service, focused on 
a single line and mailed when the customer is puzzling 
over her needs. 

General talk may '*go" in a publicity advertisement, 
though it often has little value even there ; but in a letter 
addressed to a definite person there must be some speci- 
fic appeal and the appeal must be timely and appropri- 
ate — otherwise your campaign can expect little else but 
failure. 

If you are interested in men's clothing, follow how 
this small clothing store put the same selling ammuni- 
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tion into its letters to bring down prospects for whom 
competitors were gunning. 

Shortly before the high school graduation exercises 
the store proprietor sent out this circular letter to every 
young man in the class: 

A gtraxghifor' Tou vbo appr«oi»t« indlTiduality. quality 

mMrAl0Ht<r*}uti *Bd Bt/l* Will find that w« haT* BuitB liara to 

warajeaerinm ^^^^ y^^^ raquiraments. Wa ara faaturln* tlila 

j<xiUa to ap- aaaaoa apaoiaX Collece Suits in lorfolk atylast 

peal because it also in stapla two or tliroo-l)uttoa Saoks; In all 

5«^«n//*/>m« tho now Bprins shadoi, Muo aorso. blaok and 

aianmcmry wkito eheeka. tan. l)rown, gray, and noraltlaa. 

adiihnctive ^t flO. fis. and #16. 

message to the q^^ special Graduation Suit, 01ot>o blua 

prospects, serge. 16 ox. silk lined, hand-tailorad thronCh- 
out, speoial Tale style, at #20. 

■Always at your sorrioa. * 

'The store that oaters to young aan. * 

Buying specifications — ^almost — so technical were the 
phrases. A week passed by and no results were forth- 
coming. Then the writer did the straightforward, ob- 
vious thing. A boy clerk who had recently quit school 
to come to his store was sent out to ask his chums why 
that letter did not sell them graduation clothes. 

** Because," was one senior's frank answer, * betters 
of that sort came from fifteen stores and I didn't read 
more than one or two of them." 

The dealer had failed to make the point of contact 
simply because he did not take the time to get the cus- 
tomer's viewpoint. Had he sat at his desk for ten min- 
utes before dictating that letter and tried to put him- 
self in the place of those graduating lads, he would have 
seen their mails heavy with dealers' appeals for trade. 
No up-to-date dealer would let so attractive a list of 
prospects slip through his fingers without endeavoring 
to get some of the business. Realizing the prospects' 
viewpoint, he could then have dictated a letter with dis- 
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tinctive force and original talking points. Seeing his 
mistake after the event this dealer then told his cleric to 
write to his former classmates in his own style. This is 
the actual letter built upon the enclosure of a man's 
handkerchief with the class pennant worked on it in 
silk : 



A second I ui •noloslns a littl« touTenlr wltli tb« 

Umpt •nhi^ ooBpliaentB of M. Maas & Son. and I take this 

icwcr wmcn oooaiion to toll you that I aa now with thla 

«Mlf tucces^ful firm, and am plucglng hard for thalr Intorests. 
oecausettgot j.j^j^ appraclate any hutlnoss you can swing 

the proipecVs mj way. and I want to say right here that from 
pwni of view* what I know of this firm's stock, you cannot 

find bettor goods anywhere, and nowhere do they 
trsat patrons with mors courtesy or liberality. 

Tou will no doubt want a graduating suit - 
and if you bars not already arranged for it. I 
would like to bars you see their special blue 
serge suits just in. bought for this speeial 
purpose. 

Drop la and ses me any time, if only to say 
"Kello" • and look around. 



The letter was penHsdgned ''Spock Wanner" and the 
enclosure gave the envelope a Christmaa feeling to the 
fingers. 

You may criticise this letter in many ways, but it does 
one necessary thing : it gets on a level with the prospect 
and talks as a chum to a chum. It is not surprising 
to know that this letter sold goods to ** every other*' boy 
in that graduating class. 

In the letter that goes from your store to your cus- 
tomer on a fashionable street or a rural route, no clever- 
ness, no superlative, no technical phrase is a^i effective 
as plain, personal talk. But you will convince more 
readers if you ground your statements on positive proof. 
Arrange to back up your arguments by making it easy 
for your prospect to test for himself, and you convince 
tlie doubter while strengthening the belief of the simple- 
minded man. 
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Such a test was made by a progressive varnish com- 
pany in the process of popularizing their product 
through local store distribution. They advertised to 
send a sample free upon request. Simultaneously with 
the sample went their letter: 



Selling the 
artide by a 
itrong denum' 
stratum of iU 
vxtrth. 



niank you for xour r«pl7 to our adrortiso- 
■•nt. 

Wo haro sent you tlio Baoiple and It will 
reaob you shortly. If it does not arrlTa aeon 
let UB know and we will send you another. 

Corer one-half of the enolosed pleos of 
hlaok Japanned tin with our rarnish and the 
other end with any rarnish you ehoose. lots tlie 
free flowing, easy working and ^uiok drying 
qualities of our saaple and the hard poroelain> 
like surfaoo obtained. 

Compare the drying qualities also. Our rar- 
nish dries free of dust in two hours and hard 
orsr night. We use tin for this test heoauss 
you oan tend the tin and he sure of the elastlO'- 
ity of the rarnish. We use hlaok Japan hooausa 
a rarnish turning white will show up aors readi- 
ly orer a hlaok sarfaee. Those are two aost 
serere tests. 

When your ramishes are dry. ianorss this 

fieoo of rarnished tin in a glass of water. In 
ess than fire days the other rarnish will turn 
white no natter what it is. It has lost its pro- 
teotire qualities entirely. Ours will not turn 
white in fire days, fire weeks, nor fire aontha. 
It nerer turns white - soaking does not sren 
dia its lustre. 

We do not send out handsoao panels finished 
with a good looking rarnish. Anybody oan pro- 
duoe such a panel in a laboratory. This aeans 
nothing to you. If you want proof that the rar- 
nish which you use will stand all tests - prors 
durable and waterproof, make the simple test we 
suggest. It will prore to you more clearly than 
any panel in the world that our product is best 
adapted for your use. 

'Phone your order to Kain 3344. or 

Write your name on the slip enclosed and use 
the enrelope enolosed for your conrenience. or 

Call at our office, 336 Chestnut Street, for 
your supply. 



Definite Hate- 
mente which 
the prospect 
can prove 
for himself, 

Straightfor- 
wardUdk. 



Three ways to 
order — take 
your choice. 



This letter puts a simple but conclusive test so close 
to the prospect's hand that he is convinced in most 
cases without checking up. 
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Samples are very effective in offerings to wom^ be- 
cause the average hoiisewife is more or less expert in 
judging values by specimens. The confidence-getting 
power of a dry goods sample rubbed between the pros- 
pect 's thumb and first finger is an important factor in 
many sales campaigns. Pictures also may be made ef- 
fective. 

One clever jeweler in an Iowa city of 10,000, for ex- 
ample, keeps in touch with lodge and society elections 
and follows his local prospects with cards showing in 
handsome embossed colors the appropriate badges, fobs 
and emblems which are now ''in order." Coming to a 
man at the moment when he is most susceptible, these 
cards stimulate his desire to purchase the emblem at 
once. The cost of the cards would frighten most re- 
tailers, but it is insignificant when compared with the 
sales they close. 

Nor is the campaign ended when the prospect makes 
his first purchase. Prom the lodge records the jeweler 
learns his new customer's birthday, and a fortnight 
before his next anniversary sends this letter to his wife : 



Personal yet Of oours* it !■ una^o^Bsarj for ua to roalad 

iaetfvl an tta^ 3ro« that Mr. Henry's birthday is leas than two 
^\Y'\ Itj" weoka away, but posalbly you will bo slad to 
V™j^*^ t'n' know of aoaothlBs that ho would llko rery auoh. 
hu frooed a ^,„ l^, bought that Odd Tellowa button laat 
Oueineee aprinc ho graatly adalrod a fob whioh ha saw hara. 

huUderfor a !» ttiot ha wantad to buy both tha button and tho 

i^tntij^ fob, but thoufht that waa too aueh at that par* 

'*"**^* tloular timo. low wa aold that partioular fob 
but ordored another one Juat like it - the ona 
wa hare aarkod with a peneil on the enoloaod 
oard. Tha prioo la #10, and f roa what Mr. Henry 
aaid I aa aura you oould not buy anything that 
would pleaao hia ao auoh. 

SuQoetHng it will bo a pleaaura to ahow you thla fob 

aSon MOM ^^ ^^^ ^^^^ '^^^ *'^^^ ^^* atora tha first tiao 

•WW*. y^^ ^j.^ down town. 

These letters are used discriminately and seven in 
every ten result in sales. This jeweler virtually monopo- 
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lizes the watch and jewelry trade of his city. He at- 
tributes his success to his method of approaching pros- 
pects with an effective sample reproduction just when 
they are in the mood to buy. He makes his approach 
in a very personal way and yet so ddlfully that custom- 
ers often thank him for helping them to select an appro- 
priate gift. 

Retailers in other lines likewise find their most ef- 
fective sales letter work to be that centered on known 



19. 



qintlimin: 

PLCASC SCND Ml SAMPLtSOP 

AT ABOUT. 

, AT ABOUT. 

AT ABOUT , 

AT ABOUT. 



NAM! 

ADDfltSS . 



FORM II: Ease cf reply to your proposition is one essential for the 
cesrful folUnthup plan. A return post card like this simplifies the 
for the prospect 

prospects who will order in person or by telephone even 
oftener than by return postage. The particular situation 
gives to the copy that vitality which gets business. The 
sale of a vacant lot or transfer of a farm is all the tip 
an enterprising lumberman needs for a letter that gets 
in touch with the new owner and sells him material. 
The announcement of an approaching wedding enables 
a dealer in furniture and furnishings to center effect- 
ive advertising on the young people. A visit from 
Doctor Stork is an event of interest, not only to the 
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parents, but to the merchant who understands the needs 
of the baby and is prepared ta supply them. 

A general merchant in southern Indiana— he has 
raised a large family and appreciates the requirements 
of an "arrival" — as soon as he learns of a new baby 
writes, not to the father or mother, but to the baby. 
Father and mother get lots of mail. A letter to them 
might go unread, but a letter to the newcomer is sure 
to be brought to the notice of nurse, grandmas, aunties, 
cousins and all the neighbors. Here is one of his letters: 



OettVM atthe V« ar* glad to know that you arrlrod hora 

mtar09tt ihmvtttnk aafoly and fool auro you will lika your now hoaa 

baby, the time-' rathor than la Oraaalaad or la tha Vijl lalaada. 
mu99Cj tnu You want to roalad your f athor and mothor 

Imertseipe' that wo haro a apooial infanta' departmont and 
doMy effeeUve* that tho lady in ohargo aakoa ianodiato dolirar- 
loa on all artioloa you nay aaod in a hurry. 

Wo try to koop our atook in this dopartnaat 
Tory oonplota - flannol bands, knitted wool 
ip •. Toata, flannolotta pinning skirts, bishop slips, 
Aeaawfig drossos, saoquos, wrappers , shawls, night gowns, 

habyihein' bibs, stockings, bootoos, orib and carriage cot* 

^iaamMof *'*'• ^^^^'t sweaters, robes - arorything to keep 

^^jT^ yL you warn and oonf ortabla. 

* Than, too. wa hawa hot water bags, bottles, 
brushes and all kinds of prepared foods, taloua 
powders and soaps. High ohairs. nursery chairs, 
go-carts, buggies, cribs - all your wants now 
(J%gfio$iht *^^ later on can be supplied here. 

haU and a Tall naana to bring you into the store when 

*nkons order ^rou are able to trarel. We're got something for 

^-j* iIZJ> 3rott when you eome in. And don't forget our 
eitneMr^, special delirery of "hurry" orders. 



The letters are not stereotyped forms and are made 
just as intimate and personal as possible without over- 
doing it. 

The letter series you aim at a prospect has as its first 
object a trial order. Once you have brought in the 
first sale, service will determine the "come-back" — qual- 
ity of merchandise, fairness of price and promptness in 
shipping will hold the trade. Keeping a record of the 
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sales campaign and making certain of good service are^ 
therefore, essentials. 

One successful ready-to-wear concern sends a return 
post card (Form II) with its first sales letter, so that the 
woman prospect can designate whatever dry goods sam- 
ples she desires. An order blank comes with the samples. 
At the same time a file card (Form III) is made, giving 



NAMC NO. 


A55R£s* 


SCNT 


INQUIRY 
RCCCIVCD 


INQUIRY 
ANSWCRCD 


ORDCR 
RCCCIVCD 


AMOUNT 
OP ORDCR 


RCMARKS 























































































FORM III: This prosped card containt spaces for the name and address 
of the inquirer^ the nature of the inquiry, the kind of reply sent and the r0- 
sulHng orders received 

the prospect's name and address and the nature of her 
request. These cards provide a complete record of all 
business transacted by mail. The letters are filed alpha- 
betically by towns and under each town, alphabetically 
by customers. These files are subject to follow-up based 
on novelties, seasonal selling and special bargains. 

In the case of special sales, an announcement is sent 
out long enough in advance so that customers can get 
samples, make inquiries and then place their orders. 
These orders are filed as received and are filled in rota- 
tion. A time limit feature is used to spur on the pur- 
chaser. From time to time confidence-getting campaigns 
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are put on to strengthen the concern's hold on its trade. 
This follow-up is sometimes a series of voluntary testi- 
monials from pleased customers or a letter emphasizing 
the concern's guarantee, while paragraphs are always 
thrown in describing the concern's large assortments, 
original styles, correct lines and good prices. 

To make the customer not only a friend but an active 
testimonial for new business is the problem in handling 
an order. A St. Louis store operating a mail order de- 
partment immediately acknowledges all mail orders, 
underlines the fact that it pays freight or express 
charges within a radius of two hundred miles on pur- 
chases amounting to five dollars and suggests pooling 
orders by two relatives or neighbors in order to reach 
the five-dollar minimum. The order filling routine is 
simple and eflfective. The remittance is entered on Form 
TV and turned over to one of the store's shoppers. Go- 
ing from counter to counter, this shopper buys as for 
himself, and through his tact in looking after the inter- 
ests of his suburban trade, establishes a personal bond 
between the firm and its postage-stamp customers. 

As soon as an order is filled the goods are sent to the 
transfer desk of the mail order department to be packed, 
labeled and shipped. The importance of promptness is 
recognized and whenever possible orders are shipped the 
day received. It is an inflexible rule that no claim or 
statement shall be made in the mail order advertising 
which cannot be carried out to the letter, and every 
price advantage is given to the customer by post. If 
an order comes for goods that chance to be on sale at a 
special price, it is filled at the reduced figure. The in- 
terest of the customer is paramount. The wisdom of this 
policy is shown by the growth of the department's cus- 
tomers from one hundred and twelve to nearly three 
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thousand in eighteen months. The department head at- 
tributes his success to a systematic follow-up campaign, 
which keeps the department and its goods before the 
public; the guarantee of absolute satisfaction; blanks 
that make buying by mail easy; promptness in filling 
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•NCOK 
•MATT 



CHCCK ONXOK 



FORM IV: When an order is received, the amount remitted is filled in on 

this voucher form and given to a mail order clerk, who **shoj>s*' from counter 

to counter for his distant customer 

orders, and his strict policy of looking after the inter- 
ests of the customer. 

The parcel post has made it easier for small and local 
stores as well as metropolitan houses to bring mail sales 
to their counters. It offered an Illinois shoe dealer the 
opportunity to increase receipts from his annual sale 
twenty per cent. For ten years his "after inventory 
sale/' designed to clean out odd sizes and old styles pre- 
paratory to spring business, had been successful. Dur- 
ing the bargain dajrs, however, the crush in the store 
was such and the task of fitting from depleted stocks 
so tedious, that customers whose pocket-books warranted 
them in so doing stayed away. 

Knowing this, the shoe dealer felt that he was not 
binding his best trade to his store with the bond of 
maximum service. Before sending his sale copy to the 
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newspaper, therefore, he went over his books, checked 
with blue pencil his best charge customers and sent a 
form letter to each, offering them their choice of the 
cut price goods at sale prices before the sale opened. 

** Telephone me your need in shoes. I have your size. 
Let Uncle Sam do the rest," his letter led off. He 
called attention to the crowds at previous sales and 




iATft^. ^.. 



PLfAM MNO TO 






M^#*«fO« ...,-... ....r.w. 


i^^jiiii^"- 




eOUNTT ^.. SfATS.. 






Sk't^i^sr^un^ 







■ ^"*JKWiW«fwa»>S8fW5si-' 



•MM 

NO. 




•C OUm VOU WIMTC IN THIO. 
IMNW 1 


'!^J!!^ 






SSSovoNonil 

•TAMMl... .. 

OUMICIWV 







•NAIT ^.. 

TOTW. 











fSrHmtmJSmt 




CNAlMtl 

M.oe« 
Kmmim 



lUO or TWO NVNPNCO MNJCS 



Aoo cMwrvixv. TogrM. 






FORM V: This order form enelo$ed in a store's letter makes ordering 

sasy for the eusUnner, AU he has to do is fiU in his name and address and 

the proper columns showing goods wanted 

showed how, by parcel post, any regular customer could, 
without loss of time, secure shoes on approval in advance 
of the regular sale days. Specimen bargains were men- 
tioned. A snap-shot of crowds seeking admittance to 
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the store during the last annual sale was tipped cm at 
the top of the notehead as visible evidence of the disad- 
vantage the new scheme met 

Dull January in a Long Island grocery compared fa- 
vorably with the busy holiday months, because its pro- 
prietor also was building a regular mail order trade in 
guaranteed fresh farm produce among New York people 
who spend the summer in his vicinity. Before the par- 
cel post was established he had shipped to a dozen or 
more of these, butter, eggs and dressed poultry by ex- 
press. With the coming of the cheaper transportation 
by mail, he widened his circle of customers with a series 
of personal letters to acquaintances of previous sum- 
mers who knew his policy. 

Parcel post and telephone gave the local dealer mail 
order advantages which are being used by shrewd re- 
tailers to offset the big selection of city houses, capitalize 
the spare minutes of store help and tie trade to the home 
market with the bond of personal friendship. These 
elements — (1) up-to-date, personal mailing lists; (2) 
homely, confidence-getting letters; (3) timely follow-ups 
with news value, and (4) good service, are the keys to 
millions brought in annually by the striped mail bags. 



^ 



'T'HAT wrUer does most who gives his reader the 
^ knowledge cmd takes from him the least time, 

— C. C. ColtoQ 
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SERVICE 

By Wheeler Sammons 

INDIANS and Dutchmen made New York's first im- 
portant sale — a transaction in some tangible posses- 
sions which they happened to have handy: Manhattan 
Island and goods from Holland. Where they stood men 
are now selling— even through the mails— audits, ap- 
praisals, superintendence and other intangible service 
at figures for which the red men would gladly have sold 
out the Atlantic Coast. But for the intangible services 
they would not have given a square inch of soil. 

The complex demands of modem distribution had not 
then established the need for intangible services— the 
use of brains. Peter Minuit might have demonstrated 
that his brains could plan the profitable marketing of 
furs in Amsterdam and traded the selling service for 
the Indian's land. First of all, it would have been nec- 
essary for him to show the Indians that they needed to 
sell their furs in Amsterdam. Then they would have 
demanded unusual proof of his ability, trustworthiness 
and experience. 

People ask today, before they buy the use of skill and 
brains, that you awaken their confidence on these same 
three points. They are no more able than the Indians 
to compare, handle and inspect your brains. Gtoods — 
the tangible products of hands working for brains — 
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they can pick up, look over and decide upon. But before 
a merchant pays an expert on store customer circulation 
one hundred dollars a day for advice, he makes sure his 
aisles are congested — ^that he needs help — and that the 
counselor's brains are able, trustworthy and experienced. 

When you offer service through the mails you plan to 
arouse even greater confidence, because the prospect can 
not come face to face with you. At a distance, with the 
help of a red stamp, you have to uncover a need and 
then demonstrate that your abilities or brains are worth 
paying to satisfy it. You ask the respect which the 
specialist receives from the hopeful patient who has 
never seen him before the consultation hour. 

Businesses which successfully go to market by mail 
with brains for hire—advertising services, auditing com- 
panies, analytical chemical laboratories, engineering of- 
fices, or appraising and surveying organizations — ^phrase 
their letters to search out a need, then build confidence. 
They demonstrate training, prove reliability and evince 
capacity. They strive doubly hard to touch the imagi- 
nation, for their tangible oflferings cannot be physically 
compared and inspected. 

The head of a firm of busy New York auditors uses 
these three paragraphs to point a need, a want out of 
the ordinary, to the client: 



Poaai'bly you ar« like 0«org« H«burn - a 
]E%V.# «i/Mi/i- frl«nd I adair* a lot - who said to mo tho other 

riwporo^ ^^y. uprank, I don't nood your audit of ny l)ooki 

grapna of a or your •xaalnatlon of the aystoms ia ny factory - 

sertnce-^eU- nothlns is tangled and the boys are all honest. 

ing letter, that •^•'•^ one of the.- . 

wnnt out the Hehura is one of many business men who look 

•ii>«y7 //M> fhm on &n audit of their aooounts or an expert ex- 

neeajorme amination of their methods as purely a way to 

termce offered, detect dishonesty or unrarel incompetent em- 
ployees from tangles. 
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Backing up I showed George hie mletake - I eaid to hla, 

tiui nutin. nnin± "That's no reaeon. old »an, for not uainc ay serr- 
memmnjfmm ^^^^ j^ ^^^ ^^^^ ^^ ^^^ ^^ ^ cllente, noet 

vnm expert' ©f them would tell you the sreatest profit from 

ence, mj work oomes from an entirely different direc- 

tion - leake located. 



The need pointed, the auditor adds two more para- 
graphs, one from his conversation with his friend, which 
reaches for confidence, and one to get immediate action : 



Closing parOf' "Tou know Z're had orer ten years of hroad, 

nrnnhji in tJut practical experience corering alaost erery line 

iJr «' huaineaa. Therefore, I am ahle to catch at 
same UUer once unneoeasary leaka that in time grow up in 

that give proof erery organisation - in spite of competent em- 
and a clincher Ployees.- 

for action now. Hail the enclosed appointment card today and 

let's have a oonTersation of our own - there will 
he no obligation to hire me conneoted with it and 
I can show you how it has heen worth while. 



The auditor finds that these paragraphs of every-day 
conversation get under the prospect's skin — attract his 
attention by their unusual style, which is, however, not 
unconventional enough to detract from the dignity of 
the service. Once the argument with his friend Hebum 
has awakened interest, the carefully planned efforts to 
single out a need and suggest reliability have a fight- 
ing chance to get a job for his brains. He uses this 
second, specific letter of five paragraphs to show in de- 
tail exactly how his brains can work out reports and 
charts which will fit the prospect's wants — ^the wants 
thrown into relief by the first letter: 



The second "^ou hare looked at a sheet of paper so long 

1mm» s^m» that the mlsteikea on it finally seemed all right • 

leaergoes ^^^^^ ^^ times. We all hare. 
more tnto 

Am^I^ ^Knm,4 ^^ 8«t the same steady riew of our husi- 

aetatuaooui ^^^^ until the friend who Quickly glances 

the service over our shoulder can put his index finger on 

offered, hlundera which we hare heen staring in the fao« 
for yeara. 
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Hard-hiUing 
words that 
reach definite 
needs. 



His fresh and disinterested angle on your 
Affairs is also mine. But I am also - whioh he 
aay not be - trained to find short outs, to plan 
aoney-sarins systems and to out down oosts and 
expenses. 

This good old-fashioned faot is the "why" 
baok of your need for elear, oonoise reports. 
Vot only will it aotually oertify to you the 
present finanoial condition of your business - 
raluable in oourt - but, in addition, it will 
sire you a olear, oomprehensiTo analysis of your 
routine by an unprejudioed expert. 

Tou oan not expect to follow all the details - 
but you should by all means let me foous them for 
you. That's my business. 7111 out the enolosed 
appointment card now, and let's talk it orer. 



Brains trained to give advertising service are suc- 
cessfully marketed when backed by this plan for un- 
covering the need of more sales, and then gaining confi- 
dence by the demonstration of technical training and 
results in the past. A New York service touches a 
need in this way; the man who wrote the letter finds 
that the dash between paragraphs keeps the prospect 
reading — ^helps to carry attention over to the next point : 



First letter of 
a series which 
sold advertis' 
ing service. 



The rule 
drawn from 
the incident. 



tisixfs 



A million belts ordered and no machines on 
the factory floor capable of making a million of 
the elaotio inserts which really made the sales 
at a cost of $25,000 for adrertising - 

That's the story back of a last year's adrer- 
ng campaign which fell flat. The selling 
feature - the bit of elastic in cloth belts that 
matched the suits - was there; the $25,000 had 
been spent for good and all - but the production 
requirements had not been met - 

Adrertising campaigns are many sided - mar- 
kets, packages, distribution channels, factory 
capacities, columns of copy, mediums - all must 
be fitted into a campaign-mosaic - 

Tou need to have all sides of your eampaign 
in balance; need to hare your money guarded in 
the spending. 

It Is our business to giro this senrioe and 
supply this need. We are trained for it. and wa 
would not continue to hare our shingle out tcday 
if we had not made good. 
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Then a second letter works to build confidence around 
this need. It tells of experience, of training, of dollars 
spent and brought home again : 



Second in the 
series, tkie 
letter givee 
epedfie facte 
andfiguree 
thai prove the 
eUdmefor the 
kind of eervice 
rendered. 



The ever-ready 
dincher 



Why oaa you trust us to fill your need for 
a well-balMiced adTertlsins plan? 

The patient looks up the speoialist's aduea- 
tion. his ouras, his reputation. If satisfied, 
ha trusts his life to the speoialist's skill. 

Let us satisfy you. 

Our education: 7or ten years our shlnsla 
has been out orer the thorou^fare. hut erery 
other year in front of a larger shop. The first 
year we paid $250 in rent ; today the landlord 
gets $6500 a year from us. Xvery year of the ten 
has heen one of education - and before that we had 
all trained in erery-day business and »ade good. 

Our cures: Of complete campaigns we hare 
planned 286 - all hare been profitably successful. 

Our reputation: We hare blocked out the 
spending of $5,286,710.65 to date for our clients 
- $26,782.15 the first year, and in amounts in- 
creasing each year, until last year's mark 
was $692,742.18. 

Kow we ask you to trust your campaign to us • 
speoiallsts. The enclosed card, mailed today, 
will bring a representatire to talk things orer - 
it does not place you under any obligations. 



A prominent American business consultant hires out 
his brains to men who want to satisfy needs he has lo- 
cated. He uses every-day human nature — an undeniable 
factor — to establish the want: 



A komdyil- 
lustration and 
its moral for 
the prospect. 



Point your finger upward in a crowd. The 
crowd will look up. 

It's human nature. 

Do, make, market or say thousands of other 
things. If you're hit upon human nature, the 
crowds will do almost the same thing each time 
under the same conditions. 

What of it? 

Simply this - that the careful, oonstrttotire 
business men who hare builded huge sales by in- 
fluencing the public, base much of their success 
upon knowledge of human nature. Whether it be 
Ingllsh. Prench. German, American or Bast Indian 
human nature doesn't matter a great deal. 
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Toudiina the viae out of tea laclieh or Anerioaa buelaest 

•ATii »nn! >^o» Tiolate rules ooasidered rit&l to reaohlag 

wre gjfoi, ^j^^ iateaflble pay streak in huMia nature. 

The natural tou oaa use the adrioe of a buslaess-buildiag 

remedy, specialist who has studied human nature in the 

open, in the psyoholosioal laboratory and on the 
factory floor. I 're giren my life to Just such 
specialization. Tou can get all those years out 
of my life at the price of one of the months. 

The enclosed card, mailed today, will bring 
me to you to talk orer and look out bigger possi- 
bilities in your business - but it will not 
obligate you to hire me. 



By parallel methods keyed to center on an unrecog- 
nized need and then play the ability to serve, others who 
have technical skill, science and genius for sale now get 
work; appraisers, analytical chemists owning labora- 
tories, engineers, decorators, plumbers, architects, con- 
tractors. They understand that their oflferings, in- 
capable of being sampled, must be sold by establishing 
confidence — credit — in their ability to give value, and by 
touching the motives that make men buy. 

Suggestions, services, shopping helps, are frequently 
used to sell more goods. Tou market dresses to women, 
let us imagine. They move well enough, but at times 
you almost decide they do your trade more harm than 
good. A stout customer gets a dress with a circular 
stripe or a dark complexioned purchaser takes a fancy 
to red. They would not take advice from you kindly, 
so, if you can aflEord it, you hire a style expert who can 
help in the selling. She instructs clerks and tactfully 
explains to customers the colors which go well when 
worn together. This service is intangible — ^the results 
are apparent, but can not be sewn into a dress, nor dis- 
played under the price tag. 

Since customers are unable to handle and compare 
this service, must it, too, be marketed by awakening a 
need and next proving that you are qualified to gratify 
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it! No. Before you secured the service, you had placed 
the need. Customers are not knowingly charged for it, 
and after a *'free trial,'' will feel its attraction. 

But will the customers see and appreciate your serv- 
ice at a price! It is doubtful. Therefore, in selling 
goods with the added touch of service, wait until the at- 
traction is felt and then weave it into the advertising 
and sales letters you write. 

A successful Dallas druggist explains the features of 
professional service— technical stocks, motorcycle deliv- 
eries and doors open all night — in his trade letters: 



Service fet^' 
tyres furnish 
ike trade-puH" 
ing talking 
points cf this 
retaU Utter. 



Just r«osiT«d. Doctor - 

60 paokacos of anti-aonlncitis ••rum SOo. 

Booauso of tho recent need, the local aarket 
became temporarily exhausted. Eoverer, we got 
busy on the wire and we are now able to supply 
you, should o ocas ion demand. 



Our motorcyole gets 



We are open all night, 
there Quick. 

Telephone us your wants. 

Bemember, we oan supply you immediately with 
any serum or antitoxin you may need. We want you 
to make a oonrenience of us. 

Do you know that we hare a complete line of 
▼an Horn and Sawtell futures. Xmergency or 
otherwise. Catgut, silk, horse hair, silk worm 
gut, etc. The next emergency need you hare, 
telephone us and count the minutes. 



Even when he installed a convenience demanded by 
his growing business, the Texas druggist turned it to 
sales-getting uses in this letter: 



The*'lmsy 
signal^' given 
once Of twice 
wUlloseeuS" 
iatnere — how 
cnsdruqgisl 

danger. 



To giro you better telephone serrioe, our 
'phone number will hereafter be Main 903 in place 
of Main 984. 

By taking the number Main 9dS we are able to 
get three 'phones in one blend. 903-4-5, and our 
customers will not be giren the "line busy" 
signal unless all three 'phones are busy. 

We will in this way be able to giro you bet- 
ter serrioe. Telephone Marrin's, Vain 903. 
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An observant middle western department store man- 
ager noticed his woman detective time and again direct- 
ing purchasers, and when requested, even assisting in 
the selection of goods. Her value as a protective agent 
was not diminished by this voluntary cooperation with 
shoppers. The manager had discovered a service need, 
already felt by some of his purchasers. The want es- 
tablished, the ability to satisfy it handy, it only remained 
to notify his customers. He wrote to them : 



A UhIm MMMOii I hare noticed customers asking our Miss 
A imie service Walters to help thea shop. 



nush as ikU 
letter teUi 
abotdisi 
toaUrael 



LfHmm 4»nm The/ kuow th&t Hiss Walters understands our 

*^fV*f"' stock, follows fashions closely, and handles 
abouixs swre color combinations more than well. 

Also, being acquainted with the details of 
the store routine, she can quickly solre many 
little difficulties to your adrantage. 

We're known for a long time that Hiss Walt era 
had these abilities. But we did not understand 
that you wanted to use them. Vow that you're 
shown that you do, you are welcome to her tiaa. 

Tou can find her, or one of her assistants, 
on the second balcony. Better still, telephone 
her early in the day to expect you. 



Letters of this type, selling the intangible with the 
tangible, may not only explain the unseen touches which 
you have added to your goods, but can stir the imagina- 
tion ^f the prospect and urge immediate enjoyment of 
the advantage. A New England grocer found that his 
telephone orders required two new 'phones, making one 
for each clerk. He ordered them, then wrote to his cus- 
tomers : 



H(fW<nte I hare giren Tack Henderson. Howard 8hep- 

MviAtfv #/tl!«« burn and Henry Clsik - my three salesmen - eaeh 

grocer tafces ^ telephone and a table - 
OaUHtniMS (n 

.M*M /Mv^iM^M/* Tou know the one of these three hustlers who 

Msyorwmng u.ually handles your orders. When it's raining 

by tetepnone, or you are in a hurry or you can not come persom— 
ally. Just call us on the 'phone and ask for th* 
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Picturing the saltsaan rou d«al with. Tour o*ll will th«B h« 

«iMiiM«tM««. switohtd to hit personal order table, where rou 

new convenv- ^^^ ^^ ^^ ^ j^^^ ^^ ^ ^ ^^^^ ^^^^ ^^^ ^^^ 

enctf tn vtmd store. 



wards. 



If rou recularlr plaoe jour orders in this 
war. ftnd earlr in the Bominc, jour personal 
olerk oan go orer the fresh, hreak-o'-dar of 
finiits and green stuffs for rou. And it's to suoh 
aaterlal adrantage to hoth of you, that we know 
rou will hecoae good enough friends to trust 
eaoh other absolutely in shopping. 

Ws would hs glad to haTs you try this new 
plan at onoe - sake "next tiae" he today s ordsr. 



The need of wives and sisters for a convenient method 
of selecting Christmas cigars outside the store opened 
the way to an Iowa dealer's profitable service campaign. 
He bought a sapply of attractive boxes and then wrote 
to a carefully selected list of women : 



A Hmdy letter Another of your needs has hssn oared for -> 

cftheorder' Tou hesitats to select cigars in a orowdsd 

bringing kind, stors, where your inexperience aay embarrass you. 

Still you would like to giro sobs cigars at 
Christmas tims. 

We hare established a serrice to fit your 
need - Just call Main 3298 and tell us what cigars 
your husband smokes and what price you wish to 
pay. We will delirer the cigars to your door, in 
an attractive box the like of which cigars hars 
nerer seen until this Christmas. 

The bill will be sent, as customary, on ths 
first of the month. 

Close coopera- if you do not know what brand husband smokes, 

ii/m tMMmVM/f *^A hesitate to "give it away" by asking. Just 
non promised. ^^^^ ^, ^^^ business addresT- we feel yiry surs 
that we can find out and he not guess. 

We should know at once if we are to giro 
Santa Claus liberal warning - Main 3298. 



Public utility companies frequently add extra touches 
of convenience to their service, in order to increase satis- 
faction and purchases among customers. One gas com- 
pany keeps a list of purchases of real estate improved 
with its equipment and writes to the new owners sug- 
gesting a free inspection of the gas installation ; Though 
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only two per cent of these letters pull replies, the gas 
company rightly feels that its thoughtful offer favorably 
impresses the customer. The correspondent for the gas 
company uses these paragraphs : 



LUUe services Va understand that you hare raoantly pur- 

ofteredin a chased the property at 2729 Thoaas Street. 

timely and V« suggest this as an opportune tlae to hars 

tactful way ^^* ^^' installation thoroughly inspected. We 

wcijw-wuy are extremely desirous that all our patrons* 

are Often pro- gas-bumlng equipment he kept in condition to 
ductive of hig, giro absolute satisfaction. 

though in' To this end we will he glad to send a special 

direct results, representative to look over your appliances with 
the ohjeot of increasing their efficiency. If 
they are not in perfect working order, he will 
see that they are adjusted and regulated hy an 
expert at our expense, and will adTise you as to 
any repairs considered necessary. 

This representatire will also he qualified 
to inform you as to the features and possihili- 
ties of the latest improrements in ranges, auto- 
matic water heaters, laundry stoTes. clothes 
dryers, ironing machines, dish washers cmd the 
newest things in the line of mantle lights and 
hurners. Many of these improTements are truly 
remarkable time and labor saving inrentions. 

We offer you the serrice of such an expert 
without cost to you and will send him on the 
date most conrenient. Tou can drop us a line any 
time on the enclosed card. 



A Mohawk Valley garage has a special vulcanizing 
process for repairing inners. The owner believes in the 
method and considers he gives automobilists valuable 
assistance by supplying it. Prospects can not be ex- 
pected to take for granted the dealer's ideas about his 
goods. The prospect can n^t even be depended upon to 
know a bargain, to buy services which he needs from 
your ofl&ce at half the price asked down the hall for the 
same value. Tou must show him that you offer good 
value, and that when you say ** bargain,'' bargains are 
to be had. It is a case of educating the prospect and 
getting acquainted with him. To secure such a hold on 
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trade and sell his service, the garage man adds an offer 
to test tubes, and writes: 



Ttreirouble» 
giva thii com- 
pony the op- 
portuniivfor 
airadeSring' 
ing service 
letter. 



stop at th« garaca the n«zt tiat you go tj 
and l«t us test out your spars tubss. It won't 
oost you anything and it will says you that oon- 
tinual worry as to whsthsr or not a tuhs will 
stand up whan you gst it into ths shos. 

Thsn also it will giye you an opportunity to 
know about your tubes before you start on the 
next long trip and prerent changing the saas 
tirs two or thrss tiass on ths road. 

If you can not stop at our garags, sail ths 
saolossd card and ws will ssnd for ths tubes. 
Acting in tiae today aay ears a blow-out toaorrow. 



Cleaners and dyers also add to the value of their 
services by offering to satisfy little needs which they 
have discovered bother customers. They, too, center 
their letters on a strong description of the means by 
which they satisfy these wants connected with the larger 
need they are in business to handle. A New York clean- 
ing firm sends out this letter over the secretary's signa- 
ture: 



A bright^ 
friendly i 



tn the line of 
businees. 



Sixeermeee 
thai make thie 
bueineeedie' 
HncHvefrom 
every oQur. 



8iz opportunitlss at onos is an unusual bit 
of good fortune, you'll say. Therefore. I gladly 
write to you of the six chanoes you have to use 
ssrrioes which we bvqr and giro to our oustoasrs. 

Tes, thsre's a string to thea - we hope by 
thea to get acre business. But, since we do 
aoney-Talue businsss they aeaa dollars in your 
pocket. 

7irst of the six: ws put asw fringes on 
your rugs. 

Ssoond: ws iuTisibly patch, whsn nscsssary, 
what we clean. 

Third: we hare soaebody on hand to take 
night calls. 

fourth: your things ars insursd while with us. 

7ifth: we are ready to aake yearly contracts. 

Sixth: ws sscure distilled water for our 
cleaning process - a process that re- 
noTates. 

As I said, these six opportunities are yours 
for the asking - and we would like to hare you 
ask us at once. 
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A large elevator company writes from a middle west- 
em branch: 



Telling of a 
little eonven" 
iencethaiwill 
meaneus' 
Jomers, 



¥• hare purohastd an autoao'bile truck which 
is at roar sarTioa nichts and holidays - also STanr 
working day, of courss. 

It will hrinc rspair parts to you in any 
tiBS of nssd. 

To ttss this sarrios whioh ws art dad to 
CiTS, tslaphone at any hour Ixstsr 4208. 



Insurance agents, realizing that they now practically 
sell from a footing of equality, often plan to win sales 
through intangible services. They oflfer to fit policies 
to your individual situation and watch your interests. 



The general agent for one of the 
writes : 



*big line" companies 



Frank ac- 
knowLedgment 
cf value of 
other policies. 



<iudlily of 
sertfice is die 
cne point of 
dislineUon, 



My insuranos is equal to any on tho aarkot - 
of that I aa proud. 

7rankly and ohaerfully I adait othar poli-> 
oias ara written aa good as aina. 

Therefore, I auat offer you soaething out of 
the ordinary, aoaathing the othar fellow does not 
offer, if I aa Justly to olaia your aonay. 

I supply this offer through serrioe - through 
the experience and follow-up that aakes you per- 
aanently safe with no hother on your part - in- 
tangible serrioe. I hare an elaborate systoa 
for watching your policy and keeping it in foroe. 
I stand always ready to help you pay the prsaiuas, 
if necessary. You can feel that I aa under an 
ohligation to guard your interests. 

I hare studied, worked for, sold and lored 
insurancs for twenty-fire years. What I hare 
learned I place at your serrioe when it coaes to 
selecting a policy to fit your needs. There are 
hundreds of plans froa which to sslect, and I know 
I can he of help in the choosing. 

These are the rsasons hshind ay asking you 
to let as sell you insurancs as good as the aarkst 
can offer. It's a new departure in selling that 
which I lire to sell - there's a long, interest- 
ing story hack of it - I aa telephoning for a 
fifteen ainute appointaent to talk ahout it. 
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Printers in every state offer a service that is difficult 
to sample, and therefore minister to convenience, assume 
responsibility, win the confidence of their trade. A 
Chicago printer handles catalogs from the writing to the 
mailing, relieving the purchaser of all details. Service 
letters such as this are a part of his advertising cam- 
paign: 

Cataloa-mah' I hart brains you are wtlooa* to uso, and X 

^ ^ ^ want you to know about thas. 

hwrdatp eitM- They balons to a trained aan who knows how 
iiMZ/« in ihM to Bake oatalogs - Z only hire thea and then 

emy tn tlu giadly offer thea to you. 

^^hjt MjfTttiM This Ban knows where and how to buy oataloc 

--^weserncc material cheaply. He oan edit. He understands 

tHUprtfUer the eoonomioal planning of outs, the layout of 

offenisvery snappy sales pages. 

taiwMe, His brains ars of a typs difficult to hirs. 

They would cost you around two hundred dollars if 
you were to hire thea indiridually . long enough 
to get out a catalog. 

Since I hired them, you are welcoae to uss 
thsB freely when getting out any catalog you hara 
AC publish. 

A hutmes*' Tou ars also wsIoobs to uss thsa. without 

Ul^ cLaaB obligation, to adrise you about your present 

*wv cwOT. catalogs - tslsphone Mr. George Hawkins, at ay 
plant, to call at his earliest convenience. 



Service is being called upon to help sell many prod- 
ucts. Piano companies offer free tuning for a period, 
storage companies point out that they have heated rooms 
and plenty of light ; the trunk man wants to keep your 
traveling kit sound ; and the optician will put your pre- 
scription on record. 

People gladly pay for brains, skill or taste — ^may even 
prefer one store to another and also pay extra for the 
convenience— if they feel the want and are confident 
that you deliver what you offer, rather than to skimp on 
your contract, because it is out of reach of pure food 
and weights or measures tests. Proofs of unusual value 
and quality are therefore the meat of the service-selling 
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letter. Make your reader see in his mind what you can- 
not sample for his eyes or fingers — insure him of satis- 
faction — ^tie yourself in your own contract — assume the 
full burden of proof. 

Your goods may be carried by a dozen other dealers 
in your town or neighborhood. Others may sell as 
cheaply, or even more cheaply. But the quality of dis- 
tinctive service which you can offer and play up in 
your letters will bring customers to your store, not- 
withstanding. 



cji 



^VBR maQing list cj mui&mer* it m^ ^f ih$ mod 9ahabU 
*' a$s§U a retail haute can hate. The reUgU&r in sending 
letters to iheee pereoTie is assured of a hearing and results, for 
his customers are his friends. Theu know vhat he Aat to 
offer and hoM confidence in him. Therefore the retailer ge^ 
ting uv any hind of a s ales4etter campaign skoM aim to 
reach his eustomors first, his proepeatm eustomers second. 

—Donald L. Ejbbqt 
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HOW TO ATTRACT BANK 
BUSINESS 

By Oeorfce O. Smith 

WHEN a bank starts out to get new business by 
letter it must adapt its methods of solicitation to 
the classes of depositors it wants to convince. Its cam- 
paign will be required to interest people as widely 
separated as the owner of a savings account and the com- 
mercial depositor. Their objects and requirements are 
in no way similar. 

The savings depositor wants a safe depository for his 
surplus wages — ^an investment that will pay a fair rate 
of interest at the least possible risk to his capital. He 
is not interested as to whether the bank is a willing go- 
between in business transactions or not. His chief con- 
cern is the rate of interest that it pays, its method of 
compounding it and its facilities for making deposits 
and withdrawals. 

On the other hand, the business man regards a bank, 
first, as a place where his funds will be properly taken 
care of, secondly, as a medium through which to haadle 
all his transactions without the necessity of using cash, 
and, thirdly, as a competent source of advice and a prac- 
tical aid in swinging important deals — deals that, with- 
out the aid of an influential financier he would be 
nearly, if not wholly, unable to consummate. 

This necessary distinction between the two different 
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classes of depositors and the importance of guiding the 
business-getting letter campaign accordingly were recog- 
nized by a southern banking concern that recently made 
a successful effort to attract new depositors. This bank, 
which solicited both savings and commercial accounts, 
was carr3ring on a pretentious advertising campaign. 
But the results were far from gratifying and did not 
justify the publicity expenditure. Finally a meeting of 
oflScials was called for the purpose of analyzing the ad- 
vertising and discovering, if possible, the reason for its 
failure. Several of the officials were convinced that the 
appeal was too general — ^that it aimed at neither the 
savings nor commercial depositors, but tried to attract 
both elements with the same general arguments, citing 
bald statements of capital and surplus, growth of busi- 
ness and other details which are generally little under- 
stood by the layman and of little interest to him. 



M' 



[ETHODS emjioyed by different hanks which hawe 
euecesefvUy used the maU$ to ciretdariMe UeU qf 
jiroepecti and increaee the number ofdtpoeUors, 



An entire change in the campaign resulted. Two 
separate lists of ** prospects" were compiled; one was a 
list of business men who would be likely to require a 
checking account, the other a list of workingmen, clerks 
and other employees who might be open to arguments 
about savings accounts. To each list a suitable letter 
was sent, enumerating the various advantages offered 
by the bank to that particular class of depositors. 

An attractive booklet went with every letter. That 
to savings prospects contained educational talks on the 
value of a savings account; described how such a fund 
provides means for meeting periods of disaster or unem- 
ployment, and emphasized the feeling of self-confidence 
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that it gives the depositor. There were also a few items 
of general interest and current topics. 

This circularizing plan soon began to produce results. 
New accounts, both checking and savings, were opened 
daily. And the next comptroller's statement showed an 
increase in deposits of nearly forty per cent 

Another bank, which solicited savings accounts only, 
found that many people hesitate to oi>en an account, 
because they believe the proceeding involves much red 
tape. The bank adopted a successful plan for removing 
this delusion. It first sent out a letter which contained 
an educational talk on the desirability of a savings ac- 
count, and incidentally described the bank's facilities for 
handling deposits expeditiously, its rate of interest and 
other desirable features. 

A week later this letter was followed with one which 
further exploited the advantages of a savings account. 
Enclosed with it was a numbered pass book which 
closely imitated the bank's regular pass books. The 
prospect's name was placed on the cover and also on the 
inside, as if the account were already opened. The last 
paragraph of the letter explained how the recipient 
could return this sample pass book with his first deposit 
and open an account without any red tape. When an 
imitation pass book was turned in, a regular pass book, 
bearing the proper number and entry date, was issued 
and delivered to the depositor. 

A western savings bank removed this feeling that 
opening an account is a formidable affair by enclosing 
in a letter a metal disc bearing its name and advertise- 
ment, and explaining that it would be accepted as a first 
deposit of fifty cents. Both banks found that these 
simple plans for attracting backward depositors worked 
to advantage and that the new business obtained more 
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than justified the circularizing expense. 

An eastern savings bank increased its deposits by 
means of a series of monthly postal cards that featured 
the special advantage of four per cent interest com- 
pounded semi-annually. The cards were printed in 
colors and carried short messages strong in personal in- 
terest — ^brief educational talks, describing the savings 
account as a preparation for prosperity and a fortifica- 
tion against periods of business inactivity, sickness and 
death. 

Short and lively sentences which always carried a 
selling idea were used. One of the cards opened with 
this sentence: **Tiny streams, when dammed, have 
power to turn great wheels. Just so the little sums of 
money you spend on trifles, would, if held in check by 
a savings account, give you the power to seize some big 
opportunity.'' 

The bank's strong argument in favor of opening an 
account on its books was exploited in the closing sentence 
of each message: **You receive four per cent interest 
compounded semi-annually on your savings. Make a 
deposit today." 

One bank has materially increased the number of its 
depositors by appealing to prospects through the owners 
of its stock. A letter was sent to them requesting the 
names of friends who were prospective depositors. The 
stockholders realized that the larger the bank's volume 
of business, the greater would be their dividends. There- 
fore, they took pains to send in live names. 

By this means an excellent list was secured, which the 
bank circularized. The letters enumerated the advan- 
tages it offered and the chance a savings account gives 
to take advantage of profitable investment opportunities. 
The fact that Mr. So-and-So had submitted his name 
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was given a prominent place in the letter — a personal 
touch that contributed much to its interest. In many 
cases the stockholders themselves wrote to the friends 
and acquaintances whose names they had submitted and 
assured them of the bank's reliability. 

A bank in a maritime town has found it advantageous 
to spend a large appropriation circularizing seafaring 
men. Sailors, when they start on a voyage, usually de- 
sire some safe repository for their money. The bank 
advises, in its letters, the use of its safe deposit vaults 
at a moderate yearly charge. It also exploits the ad- 
vantages a seafaring man secures from starting a sav- 
ings account and leaving it to draw interest for him 
while he is away on a voyage. 

ORIGINALITY must be Ihe heynoU cf Ihe banker^* 
appeal ifheisiosUr proepecU from their customary 
attitude of indifference and make them cuetomers. 

A Milwaukee banker who is an unusually original 
thinker says: ''It seems to me that the basic rule, to 
which few bank correspondents conform, is that of dif- 
ference. Look over a hundred average bank letters and 
you will see that most of them exhibit a sameness that is 
bound to kill eflSciency. They betray their *ready- 
madeness' as much as did the * hand-me-down' products 
of the clothier twenty years ago." 

There's a way to escape this sameness. Simply take 
advantage of the rule of diflference— the rule that says : 
*' Attract favorable attention to your proposition by 
stimulating the brain into new channels of thought. To 
do this arouse a set of emotions other than those usually 
excited." 

There are hundreds of seemingly unimportant talking 
X)oints that will furnish the required excitation to a 
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mind that will not give a passing thought to the old ar- 
guments of ''safety" or ''interest on savings deposits. '* 
So plan to talk up the human interest side of banking — 
the things that not only attract in the abstract, but 
which make a vivid appeal to the individual's self in- 
terest as well. 

"The unusual advantages which spring from a bank 
account/' a southern banker relates, "are shown in the 
case of a young man who started in business here about 
six years ago, buying out a small haberdashery store. He 
had saved some two thousand dollars, a friend loaned 
another thousand and the bank willingly accommodated 
him with another. 

"The usual business man who borrows from a bank 
does not feel under any great obligations; it is simply 
a matter of business — and there it rests. But this haber- 
dasher became an inveterate consultant at our bank ; be- 
fore he bought a big bill of goods, before he'd run heavy 
advertising or take any step involving considerable ex- 
penditure, he'd get the advice of our cashier, who's 
pretty close to all business conditions. He knew busi- 
ness, the goods, the trade and how to buy ; but he looked 
to the bank for financial guidance. Every day, at two- 
thirty, as regular as the clock, he could be seen at the 
rail outside the cashier's desk, getting his financial 
pointers. 

"His business moved like clockwork — ^better than that 
of a certain general store which owed a considerable ac- 
count here at the bank. When we began to get rumors 
that things were in a bad way at the big place, there 
was but one thing to do. That was to have the business 
reorganized, and we put the youn^ haberdasher in 
charge of the big place in order to protect our debit. 

"Under our advice and counsel he reorganized the 
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store, protecting our paper, and started himself on the 
high road to fortune, something he never could have 
done had it not been for the by-product coming from his 
bank account.'' 

This anecdote gives a talking point good for circular 
letter work. ''Consult your banker," is the keynote. 

The savings teller of a St. Louis banking institution 
gets into his letters the thought that a savings book 
showing a regular column of deposits is the best recom- 
mendation that any employer can have. As proof he 
gives this illustration : 

'' A young man came in here regularly each week and 
deposited three dollars and fifty cents on his savings ac- 
count. He was a clerk in a cigar store, getting $15.00 a 
week. Wishing to better himself, he studied stenography 
and typewriting privately in what little time he had left 
after work. His employer failed and the young man had 
to hunt another job. 

^'As it was a slack time and he had no experience in 
shorthand and typewriting, he had considerable difficulty 
in getting work, particularly as his only recommenda- 
tion was from his former employer — ^now bankrupt. 
Oetting in touch with a position finally, and his 
prospective employer asking recommendations, the young 
man happened to think of his savings account. Out 
came his savings book, a splendid tribute to discipline 
and self-denial. The 'testimonial' was so unique and 
convincing that he was put to work at once. 

"This young man is one of our best depositors today. 
And you can well imagine that he keeps a good bit of 
liis money in a savings account 'for luck' as he terms 
it." 

Out in the suburbs of St. Paul is a small bank which 
does a large business on comparatively small capital. Be- 
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cause of the newness of the suburb and the great demand 
for money, this bank is known as an exceedingly careful 
lender. 

A young lady who was employed in an ofl&ce up-town 
became interested in suburban lots and decided to build. 
She saved about thirteen hundred dollars, which was on 
time certificate deposit in her old home town, some 
hundred miles away. Seeing the opportunity for a bet- 
ter investment, she cashed her time certificate as the 
money was needed and put up a residence on a lot she 
had bought in the thriving suburb. But as frequently 
happens, the work cost considerably more than she had 
figured, and she found herself practically out of money 
with the house yet to be finished. 

Writing to her home bank for accommodation, she 
was surprised to get a line from the suburban bank near 
her property, stating that they would be glad to see her 
through on her venture. Her home bank had simply 
passed her financial reputation along. Knowing that 
she was really out of his territory, her old-time banker 
had *' squared" her with the St. Paul bank, which was 
on the ground. 

Her experience is a talking point which is seldom or 
never featured in bank letters — ^that of the far-reaching 
effect on credit of a bank recommendation. The banker 
who will get these human interest points before his con- 
stituency, in the place of the old, hackneyed tabulations, 
will have solved his problem of bank advertising. 

A bank advertiser who is continuously on the watch 
for human interest material has used in a successful 
letter a description of the way in which a bank book 
helped one man to land a job. 

A corporation was looking about for a competent man* 
ager. The place was one difficult to fill and called for 
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an incTunbent of good moral as well as biisiness worth. 
Finally, the investigation seemed to point to one man. 
He was bright, exceedingly competent, and had a good 
reputation for trustworthiness. Just as he was about 
to be appointed, and in fact, while he was in conference 
with the directorate, one of the older men declared he 
had heard that the prospective manager, because of his 
extravagant family, was living ahead of his income. 

The young man sent for his bank book and that of his 
wife, who *'ran the house," and asked that he be judged 
on the records, not on hearsay. A careful investigation 
of these showed that he had lived and was living well 
within his income; in fact the showing was so business- 
like that it greatly emphasized his managerial ability. 
His appointment was confirmed with a rush. 







QJOLICITING hy leUer,a$ in pmBcn^ pays dimdends to taai. 
^ The direct, unqualified requeet, whateoeeer its purpose 
may be, is not as effective as the svbUe method of procedure. 
To get the consideration and concentration of the buyer, his 
mirid must be slowly, almost unconsciously, turned and led 
up to the main subject in question, 

— George L. Louis 
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XIII 

SELLING BY MAIL TO 
FARMERS 

By Harrison McJohnston 

FIRST, sell yourself/' advised an experienced mail 
salesman. ** Those three words 'first seU your- 
self^ are the very essence of selling philosophy, both 
personal and mail. In so far as a salesman convinces 
himself that his proposition is irresistible, so far will it 
be possible for him to make it irresistible to others. He 
cannot inject into others more confidence and enthusiasm 
than he himself possesses." 

In order to make this first-sell-yourself test, however, 
the salesman, especially the mail salesman working with 
farmers, must have ability to imagine himself as a 
typical prospect with all that prospect's ignorance about, 
and lack of interest in, the goods or the service he sells. 
He must not only feel the prospect's natural resistance 
to his proposition, but also the natural attractions it has 
for him and especially the particular points that will 
make the strongest appeal for acceptance. To thus put 
himself in the other man's shoes for an accurate self- 
selling test requires a knowledge of the '* other man." 
Imagination alone is not sufficient for the test. The 
writer must know every whim, like and dislike of his 
prospective customer. 

The man who followed this laconic first-sell-yourself 
rule was asked to handle the advertising of a budding 
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mail order house that sells exclusively to farmers. He 
accepted wilii an agreement that he should not report 
for work until two months later. He spent those two 
months as a common laborer on eight farms in several 
states. He was a city man, but he soon found out the 
farmer's likes and dislikes, how he furnished his home 
and how he felt about ordering from the city by mail. 

PUT ytmvM^ in the other man*8 boots when you vfriie 
to Aim, btU never forget to inject a pleasing person- 
alUy of your own into every letter. 

From liie first day in his new advertising woi*, this 
salesman read what he wrote while imagining himself 
to be a typical farmer reading by a hanging lamp after 
a hard day's work in the fields. Thus, as completely as 
possible, he actually put himself in his prospect's place, 
then wrote letters that would sell himself and, therefore, 
sell his prospects. He kept his imagination keen edged 
by frequent visits with farmers. Finally, he purchased 
a farm of his own about thirty miles from the city in 
which his firm was located. Now he is in reality a 
farmer talking to farmers, and his mail selling plans are 
even more successful. 

He says he can so thoroughly ** hypnotize'* himself 
Uiat when criticising his own work he feels for the mo- 
ment that he actually is the prospect. When a letter 
does not make him feel like accepting the proposition 
without delay, he tears it up and writes another appeal 
from a better angle, or creates an entirely different sell- 
ing plan. He feels that this self -selling test is an un- 
erring judgment of the '^pull" in his letters. In fact, 
from time to time, this man, for comparison, sends out a 
limited number of letters which seem to be full of vigor- 
ous selling thunder, yet which do not persuade him to 
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send his orders. ''The results of these test letters have 
never disappointed me/' he says^ paradoxically. 

While ability to look at your proposition from the 
viewpoint of the man you want to sell, and to write your 
letter from that angle is probably the most essential and 
fundamental requirement in any correspondent; yet to 
make his letter pull strongly, the correspondent must do 
much more. A personal salesman selling groceries may 
have run a grocery store half his life and be saturated 
with just the right opinions, yet fail to sell, because he 
lacks the personal magnetism tiiat wins confidence, or an 
original and interesting way of presenting his appeal, 
or he may have a proposition that lacks the strong in- 
ducements so necessary in these days of cautious buying. 
Likewise, a mail salesman may actually be one of the 
class of men he tries to sell, yet his letter may lack the 
originality that* gains attention, or the personal touch 
that compels confidence, or it may lack a central order- 
bringing inducement that is hard to resist. For any of 
these reasons and for many others — length, incomplete- 
ness, exaggerations, generalizations— a letter written by 
a man who even lives and dreams his prospect's view- 
point, may not pull. 

The rules of sales letter writing require the injec- 
tion of a pleasing and individual personality — ^which 
largely includes the necessary originality — a personal 
touch that gets the reader's favorable attention in the 
first sentence. Then the prospect's desire for what is 
oflfered must be sharpened. This may be an educational 
process, requiring several letters if it is a big sale, such 
as farm lands, a piano player, or an automobile; it may 
require only a single paragraph. 

Then comes the order-getting plan — some special in- 
ducenent that the prospect finds hard to resist. It may 
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be an easy plan of payment, a special price for a limited 
time, or an easy way for the prospect to answer by 
merely checking a slip and signing his name. 

This central plan can be any of a hundred and one 
ideas that are usoally the most important pulling part 
cf a letter. But no matter how alluring it is, the pull- 
ing power is directly proportionate to the success with 
which the correspondent has made his prospect desire 
the merchandise or the service he oflfers. Therefore, any 
special inducements, though often of the greatest im- 
portance from the pulling standpoint, should be reserved 
for the last part of the selling letter. They should be 
closely connected with the closing sentence or paragraph. 
This closing sentence should directly suggest exactly 
what the writer wants the prospect to do and clearly in- 
dicate belief that the prospect will do it In fact, the 
entire letter, but especially the close, should vibrate 
with confidence ; not over-confidence that gives the pros- 
pect no choice in the matter, but rather the kind of confi- 
dence that subtly suggests the writer's belief that his 
prospect's own best judgment will lead him to accept 
the offer. 

These general rules are largely dependent for success- 
ful application on the knowledge the correspondent has 
about the viewpoint of his prospect — ^not prospects, but 
prospect; for it is a good rule, when one letter goes to a 
number of people, for the correspondent to write the 
letter with a particular and typical individual in view, 
rather than all his prospects as a class. When this 
rule is followed, the correspondent can give his letter 
a more personal appeal — ^he is shooting at a definite 
target. 

A special inducement is designed to make the prospect 
'*do it now." It is the **big gun" in the selling 
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letter that corresponds to the so-called ''clincher" used 
by salesmen. The entire letter is often woven around 
this special feature, especially when the need for, and 
the quality of, the offering has been established. 

Those who do not first absolutely sell themselves, 
assume their prospect's need and make the mistake of 
putting all the work on the special plan. This is a com- 
mon error, for the average correspondent works himself 
into a high degree of enthusiasm about the merits of his 
goods, but forgets that most of his prospects are cold 
and cautious. It is a correspondent's first, and usually 
difficult, task to create desire for his product, especially 
when he is fighting sharp competition. 

A special introductory price for a limited time seems 
to be the strongest ''clincher." A book concern, after 
using a series of six follow-up letters on a picked list 
of prospects, sent this telegram one day before the time 
limit on their offer expired: 

"Tills Is the last day. Plsass wire aoosptanos oollsot." 

Twelve per cent of the apparently hopeless prospects 
were closed by this novel method. 

A reduced price is often strengthened by a guarantee, 
a free trial offer, an instalment payment plan, or an op- 
portunity for examination. A number of special induce- 
ments are frequently hitched together. But always the 
price itself, if it means a real saving, should be played 
so that the prospect actually feels the money saved jing- 
ling in his pocket — such a price inducement is nine times 
in ten the strongest of all selling plans. 

A manufacturer who sells a well known money-saving 
farm machine, adds the element of chance to aU the ordi- 
nary inducements, including an extra special price offer; 
incidentally, he gets lists of new prospects of the very 
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livest sort at the same time. After five pages intended 
to whet the farmer's desire for his cream separator, this 
correspondent, who gains confidence largely by the per- 
sonal style of his writing and by stating that he is also 
a farmer, calls attention to a choice of several selling 
plans, thus: 



Tranntion in 
along letter. 



low, B«xt Z want to talk to you about mf 
plans of ■•lllng. Turn rlcht orar to page 42 la 
tlia oatalos and road thasa plans orsr. 



Then, artfully urging the cash plan, he proceeds : 



Showing 
ihewriiei^e 



**8eain^* Hu 



A money ar^ 
§wmenHkai 
wHl appeal to 
ihefamur. 



1 don*t know how to cat out any aora llbaral 
plans than thosa. I* re a great deal of faith la 
Aaorloan faraors and Z aa not afraid to offer 
thea any kind of plan they want. That is why I 
■aka these three different plans. Just piok out 
the one yoa want. 

Of course, the cash plan, lo. 1. is the 
cheapest and host heoause we aake a lower prioe, 
and you hare Just as good protection on this plan 
as on any of thea. Vine out of erery ten orders 
we get are on this plan heoause we hare put up a 
hond of $25,000 with the Vational Bank of this 
city so that, in case you huy for cash and are 
not pleased, through this hond you can get your 
aoney at the end of the approTal test. 

Ve also hare a hank deposit plan and a note 
settleaent plan as explained en page 42. Piok 
out whicherer one you want. 

Of course, on the note settleaent plan you 
will notice we hare charged a little acre for the 
separator. Ve haTC to do this on account of 
aaking allowanoe for collections, had aocounts, 
and 80 on. so that really if you want to huy on 
the note settleaent plan you will find it cheaper 
to go right to your hanker and horrow the aoney, 
pay cash and get a low price, and you are not 
helping to pay for soae other hody*s had debts. 



''Now, third — my proposition to you/^ this eight page 
letter continues — and farmers will read every word of a 
long letter that has the right ring. But, before actually 
making the proposition, the writer takes advantage of 
the fact that the farmer's interest is heightened by sus- 
pense, to renew confidence in the quality and price of his 
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machine, and, at the same time, make his prospect feel 
that the coming proposition is in reality an extra good 
one. Then he continues to interweave excellent quiJify 
talk with the special proposition : 



Nothing ia 

asksdofik9 

/armer, 

furihertham 

afewmim- 

vUs ojhu 

Ume^ihs 

doeitk§bmd 



Tkafm 

iff oarlouito 

iMupih§ 

ii tnttm 
monegimhh 



low then, mr propesitioa is this: 

In order to cot thoso separators started is 
70ur loo&llty, Z will acres that if you sit dowm 
and oarefully seleot from your neiffht)orhood the 
naass of fifteen to twenty-fire sood famers that 
you think Bight he into rest sd in huyinc a oreaa 
separator, and send these naaes in to ns with 
your order for a separator, here's what Z will 
acres ts de: 

Z will write saoh sf them a personal letter, 
tellinc then all ahout my oream ssparator and 
that they oan see it work orer at your plaoe. Z, 
of oourse. will not write to them until after yos 
hare tried the separator for yourself and are 
thorouchly satisfied it is ths separator for yoi. 
80 that if amy of them should eall you up or oall 
and see you, you oan oonsoientlouely tell them 
your honest opinion about ths maohins. 

Z am sure, from ths sxperienos Z hare had with 
this r^ry same proposition on manurs sprsaders 
and casoline sncines, that when they see that 
separator of yours work, if they are in ths 
market for a separator at all. it simply means 
that thsy will huy one heoause it is without 
douht or question the createst Talus in orsam 
separators erer offered for the money hy any 
maaufaoturer in the United States, ne matter whe. 

Vow, here*s what Z will de whieh will in- 
terest yeu: 

7or •r9rr sale Z make from the list within 
•ns year from ths date you pnrohase. Z will civs 
you fire dollars for your eoeperation, and yet I 
don't requirs you te do any work exoept tell these 
people in your owa way what you think ahout the 
maohine. 

Z oan afford ts do this in erdsr ts est in 
touoh with farmers who eucht to hare oream separ- 
ators, heoause Just as soon as these farmers est 
my letter and c« to your plaoe and see the ma- 
ohine, some of them are coinc to order ons. 

This is a ehanoe for us to make a few coed 
sales within the next year, and we earn de it with- 
•ut Tory muoh work, either. 

Others haTs done it and you eaa do it. 

Z am not coinc to make this proposition all 
the time; Z am anxious to cot a oroam separator 
Into erery sQuare mile of the United States that 
Z posslhly oan durinc the next twelre months, 
heoause 1 know Just as surs as Z am writinc this 
letter that if you huy one of these separators 
and your nelghhors see It, that within the next 
year, there Is eolnc to he a numher of them want ' 
separators like It. 
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Next, after giving a specific example, figures to show 
just how this plaa will cut the cost of his machine, and 
a clear explanation of an enclosed certificate, illustrated 
on the next page, the writer starts his closing talk, which 
includes a summary. 



ii jferfteUy 
frank, ffour 
frorpeeCMve" 

lobe frank 
alto. 



A famUiar, 
friendlff do^ 
ingUmck* 

SwninaTjf 
uduabU after 
9o long aUtter. 



Friendlineee, 
franknese and 
wrgeneyin 
ikedoee. 



Ob this proposition you ••rtalnly hare netli- 
iBC to lose and ororythinc to gain. 

low, Z hare ^oon porf sotly frank with yon 
and hare oomo right out and mads you ay proposl* 
tion In as frank a way as I know how, and tharo 
ars no conditions nor strings to it. 

And Z want you to ho perfootly frank with bo 
•ad toll BO whother or not you oan aooopt it. 

Z aB going to Bako this proposition good for 
15 days froB this date and Z should llko to hoar 
froB you within that tlBo with your ordsr and a 
Bios list of farBors* 



loll. Z gttoss you will think this is a long 
lot tor hut wo aro ahout at tho and of it. 7ust 
think oTor what Z haTo said. Hoad it OTor agaia 
if neoossary to got it thorough, and roaaahor 
this: 

That, first, Z haro a separator that is up 
to data, hullt on tho right prinoiplo and right 
ahsolutely. 

Than, sooond. tho prloo to you is right down 
to tha ohalk aark and holow i^xat soao aanufao* 
turars who aako only a f aw saparators oan aaks 
thaa for at aotual shop oost. 

And. third. Z giro you a 90-day unoondition* 
al approral tost, you to ho tho Judgo. 

And. fourth, a spooial proposition whioh is 
a good ona: that has paid othars hlg aoney and 
ought to pay you if you aooopt it. 

Can you afford to pass up this opportunityt 

Will you lot BO sand you ona of thasa sapar* 
ators on trial? Z know that aft or you try it 
you will kaap it, than Z oan add you to ay already 
long list of friands who hara hought in this 
saaa way. 

Z aa glad you wroto ao and it is a plaasura 
for BO to answar your inquiry. Z want to hoar 
froa you hy raturn aail. tailing aa how you stand 
on this proposition so Z will know what to figure 
OB in your locality. 



This long form letter is worth quoting from at length 
because it contains such an array of arguments that 
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bring orders. A very effective scheme is the list of 
from fifteen to twenty-five farmers— every name a good 
prospect, because the farmer has his eyes on a possible 
five-dollar check for each one to whom the company sells 
a separator. He will choose the names carefully; 
furthermore, since no definite number is requested, he 
will not **ring in" several poor prospects to make the 
required number. 

Less than a third of this letter has been quoted, yet 
nine out of every ten farmers will sit down at night 



suMcer TO acokftancc not U»TCR TMAM MC. t. ttt 
THIS l« TO CKRTirV THAT 

WK WILL Mv TO Ma Of ftvi ooiuuM <Meai. 

IN MONCV row KACM •CPARATOM SALE WK MAKC WITMIM OMC VCAN mOM AOOVC OATt TO ANY 
OMC on MO<M ON TNK CI«T OT NAMCO NC OCNOtt U«i NAMCO MVOT OC TMOOC. NOT AUICADV ON 
OWN OOOKN rNOM OTMKH •OUNCC*. TNIO AONCtMtNT 10 ON CONDITION. HOWKVCR, TNAT Ht 
ONOCfM ONt ONCAM OCMRATON rON HI* OWN UOC AND AORtCO TO SHOW IT TO ANY MNTV ON 
TNC U«r WHO MAT WANT TO OKK IT. WRITt NAMffS ON CNOLOOKO •HCKT rOR TOUN OWN CON- . 
VSNICNOS YOU CAN WRITS NAMCO ON OACM OT TMIO CtRTinCATK AS A MtMORANOUM OT NAMIO 
WNT VO, AND WNCNKVCR ONC OF TNC mMITm OROCRO. VOW CAN CHKCH SAMC Orr. TMM AORCK- 
MCNT W CONriOKNTlAi: If NOT ACCtRTKO SHOWkO M RKTWRNCD IN TMC CNCLOOCO CNVCIOM. 

TNC CRKAM SCPARATOII CO. 

SV MICWDCNT 



FORM VI: A guaraniee like this U in itadf a strong seUing argumsnt, 
making the farmer practically one of the company's agents and requiring 
bu tlittle effort on his part 

and read every word carefully, because the letter nas 
the "personal touch." The fact that it is written by a 
farmer to farmers largely explains the phenomenal suc- 
cess of the series of which it is the first letter. Advice 
and counsel so given convinces. 

Here are a few sentences from another letter in this 



Digitized 



by Google 



COUNTRY TRADE 141 

series, that illiistrate how this writer gets confidence : 



Note haw X ui sli^A you vrote ^ooauss I lutT« soBethiBC 

fL«M «uM>/i. to toll 70U tbat Z 'beliOTo you vill ooasidor 

*****.P^*: ^. worth irtiilo . 

•nriimr />i nn^ X Vioh I OOOld lUtTO « ehUICO tO llOTO « llttlO 

wruerm once peroonal talk with you about this eroui ooparator 
Oft ajnenaly hooauoo thoro aro so aaiiy things I vould liko to 
footing wUk toll jrou ahout. HowoTor, I will do mj host la 

this lottor and sIto jrou all tho informatioa Z 
ean, and vhilo it is coins to ho a long lottor, 
yot I f icvro that you aro willing to road a long 
lottor whon it aoaao a saring of all tho way fros 
thirty to fifty dollars to you. 



ihe profpeeL 



In such paragraphs he plays cupidity and curiosity, 
which encourage the prospect to read on for details of 
how he can save the money — details that are given only 
at the end of the letter after a strong desire to possess 
a cream separator has been created. 

A visualization of profits that would almost make any 
man feel the money jingling in his pocket follows : 



VisuaUsting I know that if I should Tisit you aft or you 

/or the tiroi. ^^ Bilkod your oows . dono your ohoroo and had 
_r!f j'rwp- your supper, and would lay down on your tahlo a 
pectihemoneif pn. ©f crisp firo doUar hills - twenty, forty 
he ought to or oron oixty of thoa - and would aotually proro 

k^mtt to you that you had lost that auoh aonoy, or 

^^* prohably noro. aooording to tho nuabor of oows 

you aro ailking in tho last year in your dairy - 
you would ho surprised. Wouldn't you want to do 
soaothing to get that extra aonoy that you aight 
Just as well hare, hut aro not getting? 

This writer shows plainly that he knows the farmer's 
milk problems. He patiently figures out profits and 
losses in detail, and the farmer as patiently reads every 
word. But probably a more typical illustration of this 
man's personal style is the introduction to one of his 
*' follow-ups": 



Short para- Oood aorning! 

graphs make Well, did you rooolTo ay oroaa separator 

reading eaay. catalog? 



Digitized 



by Google 



14g LBTTEB8 THAT SELL ^ 

The naiurd n^t do yoo thitOt of lit 

ttyle 8§cwrm ao I lutTo act hoard from jou siaeo X wroto 

the reedet^e srou I thoucht Z would Just drop you a llao as it 

confidence. aicht bo that you oTorlookod mw propositioa. 

Z kaov Just hov it is. 

iToryhodj- is prott7 hasy. 

He next proceeds to batter down the posaible objee- 
tions to his proposition — ^a good plan for follow-up let- 
ters in general, although the writer must take care not 
to suggest objections tiiat his prospect may not have 
thought about. 

AfUicivaHna Ton doB*t har* to aot as aa acont. yov siaply 

poseibte or- ^^ *^* ■«^oJ^^»« Jouroolf . 

gumerUe Vow I know thoro aro lots of kaeokors ia 

againetthe tho oountry. 

propoeiHou* Tou dea't haro to tako mgr word for it. 

Tott oaa huy ploaty of ohoap oroaa soparators. 

Unquesiianablj the most important pulling part of 
these letters is the selling plan, including, as it does, a 
multiplicily of cardinal selling features: special price, 
ninety days' trial, time limit, a guarantee backed witt 
a bank bond, and a chance to save the prospect money — 
even as much as the price of the machine — ^by a cooper- 
ative sales plan that has enough of the chanoe elemsat 
in it to be interesting. 



TNSURANCE, eorre e pondenee iiutruetum, hoMng By 
•'' mtiUthuttding and lo(mprojH>eUiane and other Ht^ 
ihe proifpefUy and oomjorie ofoUeiUe are at ieeae, lend them' 
edeee to eale by persuaeion, CommodUiee of daily 6tt«- 
meee are beet preeented wUhoui it, Pereuaeion, to be e§aer 
tim^ flMuf be inJAmaU, Bueineee ie impereonal. 

—Frank B. Rae, Jr« 
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PART IV-HANDLING 
BUSINESS BY LETTER 

Gaining Confidence 

Y^/HILE, perhaps, the main object of a credit 
^^ office of a large institution is to prevent 
salesmen from selling to merchants who will not 
pay their bills, and thereby keep down the losses 
of the house, there is a still broader and more 
constructive side to the work of that department, 
in helping to build up merchants with small cap- 
ital to be the heads of large and prosperous 
businesses. 

It has always been one of the endeavors of this 
institution to base credit on character and ability, 
more than on assets. While assets are, of course, 
necessary, assets without character are of no 
avail with our establishment; while a man of 
good character and ability and very small assets 
would find sound advice and a helping hand. 

There are many small merchants throughout 
the middle west who can testify to the fact that 
they have been built up to prosperous careers 
through the confidence which larger firms had in 
them when they were small. They secured this 
confidence by buying in small quantities and 
often, and repeating on goods that were in style 
and sold quickly. Such possibilities are open to 
any young man with the right qualifications. 
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XIV 

BACKING UP SALESMEN BY 
CORRESPONDENCE 

By Hmtjaoo McJohnitiwi 

CONVINCED that his traveling salesmen ought to 
get coox>eration from the correq>ondenc6 depart- 
ment at the home office, a western mannf actorer recently 
experimented to find out how tiiese two departments 
might be made to work together. 

He selected eight connties in a thiekly settled part 
of one state and divided them into f onr territories of 
equal possibilities. In each territory he selected a list 
of one hnndred prospective buyers. Then he sent one 
star salesman to work all four divisicms in rotation, and 
he paved his approach by correspondence that varied in 
amount for each division. 

During the first month in territory Number 1, this 
salesman made his calls without the aid of any advance 
letters whatsoever. 

During the second month in territory Number 2 his 
coming was heralded to each of the second himdred pros- 
pects by one clever letter that told just enough about 
an exclusive selling right offer so that it could be closed 
effectively with a request that the dealer giv6 a hearing 
to the salesman the following week. The letter subtly 
suggested that the firm considered each particular pros- 
pect the livest dealer in town, the one best man to handle 
its special proposition, and that the salesman was com- 
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ing to make him only its one-man-in-a-town propositioa 
To the hundred prospects in territory Number 3, two 
letters were written. The first letter was designed to 
stir up interest. It emphasized the salability of the 
product and merely suggested the special oflfer — the de- 
tails of which the firm would be glad to explain if the 
prospect were interested. A stamped return postal 
card was enclosed to make easy a request for additional 
information. One week before the salesman was due, a 
second letter, similar to the single letter sent to pros- 
pects in the second division, was mailed. If the prospect 
answered the first letter, the second letter was dictated 
parsonally, though based on the form letter copy. 

EXPEBIhlEKrSiuckasthumanufiJuiurermadetnU 
show you how far it u hut to go in the direction of 
cooperating by mail with your sales force. 

Against the hundred prospects in territory Number 4, 
however, an educational campaign was launched three 
months before the salesman called. Five educational 
letters, each emphasizing one important selling point, 
were sent at intervals of two weeks. A sixth letter an- 
nounced the salesman's coming. This final letter, to- 
gether with two letters preceding it, took up a special 
phase of the special offer, while all six letters were care- 
fully planned for cumulative effect. 

Here are the results of this experimental campaign : 

During the first month in the first territory, the star 
salesman was able to make only fifty-seven of the hun- 
dred towns, and could close contracts with only twenty- 
eight merchants. 

In the second month, with the help of one advance 
letter, he made sixty-three towns and closed thirty-five 
contracts. 
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During the third month, with the aid of two advance 
letters, he made sixty-six towns and sold to thirty-eight 
merchants. Fourteen i)er cent waa the return on the 
^'request" postal cards enclosed in the first of these two 
advance letters. 

During the fourth month, however, with the aid of 
six well planned advance letters, this same salesman 
made seventy-three towns and closed fifty-eight con- 
tracts. Ten of these were practically sold before he 
reached the towns, while the time required to sell the 
others averaged less than half the time he spent in clos- 
ing contracts during the first month. 

This was a fair test of the value of cooperation be- 
tween the personal and mail sales departments. The 
star salesman's ability was the same during the first 
month as it was during the fourth month. Today this 
manufacturer spends approximately sixty cents in sta- 
tionery, postage and tjnpewriting on each prospective 
customer before the salesman reaches him. 

It is found that his advance work increases the sales- 
man's value in two ways: first, he is enabled to make 
almost half again as many towns as he made before; 
second, he can increase the proportion of sales to calls 
by forty per cent. And although the salesman is given 
the credit for them, enough contracts are closed by mail 
to pay for all the expenses of the advance mail campaign. 

Not every concern has an exclusive one-man-in-artown 
proposition. Yet no business is so cut-and-dried that 
it cannot use a special inducement of some sort, and 
practically every concern that sells through personal 
salesmen, whether its product be a specialty or a staple, 
whether it is sold to consumers, dealers, jobbers or manu- 
facturers, can use some kind of cooperative letter service 
to good advantage in backing up its salesmen. 
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How best to get this cooperation is a matter of ex- 
perimentation within the individual business. Careful 
tabulation and comparison of the results of yarious ex- 
periments is always a reliable way to find out the best 
method. But knowledge of the other man's way, of 
course, will often suggest a more thorough course of ex- 
periments, if not the actual best method of cooperation, 
and it eliminates the trouble and expense of comparative 
experiments. 

Advance letters pave the way for a welcome reception 
and prepare the prospect's mind so that the salesman 
may concentrate on closing the deal. Often, too, they 
lessen the risk of refusal; a comparatively slight bit of 
persuasion induces the prospect to sign his name on the 
dotted line. At least, advance letters start the prospect 
thinking-Hgomething the salesman often finds it hard to 
make him do. Also, cooperative letters help to locate 
possible buyers, to eliminate unlikely ones, and in a doz^ 
and one other ways to save the salesman's time and make 
his work more resultf ul. 

The task of weeding out poor prospects or, conversely, 
of locating good ones in advance of the salesman's visit 
requires a plan and, frequently, a series of follow-up 
letters. It is an important service if the correspixident 
can gauge in advance the interest of prospects so that 
the salesman may spend his time and efforts on only 
'*live ones." 

Such plans must be thorough, or possible buyers will 
be overlooked. It is not sufficient to explain a proposi- 
tion and then merely to ask the prospect if he is suffici- 
entiy interested to have a personal representative call cm 
him. Even if he is interested, the prospect will seldom 
request a personal call, because he feels that such a re- 
quest places him under obligation to buy. Therefore, 
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flK»ne indirect inducement is nsoally necessarj'— some 
offer that will get a response where there is even a slight 
ehance that the prospect conld be interested. To do this, 
and, at the same time, to eliminate the merely cnrions 
and seekers of something-f or-nothing, is a difiScnlt prob- 
lem. Many concerns do not solicit requests for personal 
calls directly; rather, they "tease" a request for some 
free booklet or service. Then, by follow-up letters^ they 
are enabled to determine more accurately the degree and 
quality of interest. One company that sells expert ad- 
vertising service to banks puts its proposition in this 
way: 



QwHing ik$ Wh«tli«r or not yea ar« adrartlBinc th« •Tt" 

^M^Ux^jgr ttt- ^^* ^' 70ur bank In th« newspapers and what- 
A iTT^-L^ ^^^^ *^» reeulte say be. I know you will bo in- 

tmuua oejor§ tereeted In tke ether man*e sethode of Inoreaelnc 
lft# 9aU$mam the nunber ef hie depeeltore throuch newspaper 
adrertielnc. My book, "Brlnsing Honey to the 
Bank" glree a hundred plane used by a hundred 
other lire banke la all parte of the country. 
By Juet elgninc the enoloeed return card and 
without obllsatlns yourself In any way, you earn 
•eonre one of theee Intereetlnc books. 



When a request for the book comes in, a series of 
l^ef selling letters, mailed ten da3rs apart, are sent. 
Badi of these letters is designed to induce the prospect 
to write in detail regarding local conditions, so that this 
eompany may make definite suggestions for taking care 
•f his advertising. Only bankers who are interested 
enough to explain conditions in their towns are called 
on, unless the salesman finds time between trains to look 
mp others. 

These salesmen follow the path of least resistance— 
by calling only on prospects who have been discovered 
bj correspondence. From comparative experience this 
•ompany finds that results are doubled and trebled when 
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fhe salesman is enabled to concentrate on interested 
prospects. 

When, by correspondence, live prospects are discovered 
and the way for a favorable reception has been paved, 
and the salesman has made his call, cooperative corre- 
spondence takes up the task of reinforcing the sales- 
man's work and of holding the prospect's interest be- 
tween calls. In order to do this eflfectively the corre- 
spondent needs information about the local situation. 
He must not only keep in touch with general conditions 
in the field, but also with the salesman's progress in 
connection with each customer or prospect. This re- 
quires organization in the correspondence department; 
all facts furnished by sales records and travelers' re- 
ports must be in convenient form for ready use in giv- 
ing letters the personal twist. 

Most houses keep track of exact conditions by means 
of customer cards on which in addition to the usual in- 
formation, such as orders^ approval required, discounts, 
and so forth, information about special conditions in the 
customer's or prospect's business is also entered under 
'* Remarks." Under this heading are noted special con- 
ditions that seem to indicate an opening for the sale 
of more goods. Often the customer's private interests or 
his hobbies are also recorded, or other data that might 
be used to make the house letter genuinely individuaL 
In short, each card is a history of all relations and shows 
not only the amount of sales, but also the amount the 
house should sell, and the reason why the account is not 
up to the "should sell" amount. These cards are dis- 
tinct from those of similar scope kept by the sales man- 
ager. 

"When the salesman's visit is followed by a letter based 
on this information, his name often may be signed 
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whether or not he writes the letter himself. In fact 
most houses agree that it is good general policy to have 
customer-drumming letters go out over the salesman's 
personal signature as frequently as possible. At the 
same time, it is also good policy now and then to make 
the customer feel that he is patronizing the house through 
the medium of the salesman, rather than the salesman 
personally. The individual is less permanent than the 
house. On the other hand, the customers must feel that 
the individual salesman champions their interests. There- 
fore, while it is a good thing now and then to have sell- 
ing letters go from the house to customers, letters are 
more effective when the salesman's personality is in- 
jected and his name signed. 

This is the way the head of one flourishing concern 
talks about his policy of personal and mail sales co- 
operation: ''It's good for the house to have strong 
salesmen on the road; but, from the customer's view- 
point, it's better to have a strong house back of the 
salesman. I want strong salesmen, of course, but more 
than this, I want strong cooperation on the part of the 
house my salesmen represent. I want every salesman to 
feel that we here at home are back of him, pushing and 
boosting to make his work more effective. I do not be- 
lieve in leaving all the hard work of getting orders to 
the salesman just because his shoulders are able to stand 
it. I know from experience that when a salesman feels 
that his house is straining to help make him more success- 
ful, his ability is about doubled. Therefore, I try never to 
miss a chance to make each of my salesmen realize that 
his efforts are appreciated. And I believe appreciation 
of his work is best shown when the house correspond- 
ence is so well organized that the interests of his cus- 
tomers are looked after by letter just as thoroughly as 
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he eould take care of them in person." 

Not only does this merchant pave the way for his road 
men, bnt when the personal call has been made, the 
work of developing the account of this cnstomer, or the 
prospect into a cnstomer, is immediately taken up by a 
level-headed correspondent who devotes himself exclu- 
sively to the problem of cooperating with the salesmen. 

This company also maintains an efficient advertising 
and selling service bureau, designed to teach its cus- 
tomers — ^the retail dealers — ^how to sell more goods. This 
bureau prepares local advertising matter free on request 
for customers, gets out special sales plans, and helps to 
solve any difficidt problem that may trouble the mer- 
chant. 

The head of this house sa3rs that the cost of maintain- 
ing his customers' service bureau so that it really gives 
efficient service is a considerable sum, yet he considers 
it a good investment. He finds that merchants are glad 
to get specific retail selling cooperation. His service 
bureau is a clearing house of all the best selling ideas 
picked up by his road men, from merchants' letters and 
from trade journals. ''To help the merchant help him- 
self" is the slogan. But these service men will help any 
customer solve any problem in his business, whether it 
is a minor point in accounting or the reorganization of 
an entire business. And with such a bureau behind him, 
the salesman is sure to find greater welcome. 

One company with a dozen road salesmen who are in- 
troducing a new household necessity, has a credit man 
who spends his spare time thinking up special retail sell- 
ing talks, catchy advertisem^its and clever interior and 
window displays. Each salesman is kept supplied with a 
dozen diflferent retail selling ''stunts." He not only 
uses these suggestions in his selling talk, but also after a 
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sale, just about the time he tiiinks his customer has re- 
ceived and unpacked the goods, he writes that customer 
a long-hand note about a clever window display he has 
just seen, or about some good advertisement Such 
gratuitous service often gets ''undar the skin" of a dis- 
interested ct0tomer when direct selling talk could not 
move him. 

Always there are plenty of excuses for salesmen to 
write customers and prospects between calls. Probably 
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the best of all excuses is a ^'house bargain" that the 
salesman does not want his customer to miss. If the 
bargains are real, such letters usually pull strongly, espe- 
cially if an order blank filled out and merely requiring 
the merchant to check the quantities, is enclosed. These 
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letters are nearly always signed by the salesman for the 
customer's territory and are brief. This letter, though 
depending on price alone for its '^ selling talk/' was suc- 
cessful: 



This note se' t knew arou'll vant your thar* of th« houio 

eur^ an toarcalni on tb« ord«r blank wbleb Z haro f lll«d 

. J^ . out to laro your tlmo. Voto tboso prlcoi! Soa't 
truermew, aik how wo can do it - juot ohook tho quantltloo 

you want and lot tto do it. TJnlooo your ordor 
ooaoo tj roturnmall, boworor. I can't guarantoo 
that wo will bo ablo to fill it. 



Letters direct from the salesman usually prove more 
eflfective when he has a good point of contact. Whether 
or not that ** point" is at all related to his prospect's 
business does not seem to make much difference. In 
fact, a purely private interest is often used with telling 
effect. For instance^ the salesman for a clothing house 
had never been able to get even a chance to show his 
samples to one merchant until he found out through an- 
other merchant in a neighboring town that his obdurate 
prospect was a baseball **fan." When this salesman, 
the following season, happened along during a world's 
series he gained a hearing that resulted in a big first 
order, all on account of this short advance note : 



Sttccearftd 

because the 

salesman tomorrow to talk haoohall. if you won't talk 

knew his 



prospect. 



2 to 1 on tho "Cubo". Z*a ooainc day aftor 
prow ■ 
olo thing. 



But whenever knowledge of personal affairs is played 
frequently, the salesman must not only exercise uncom- 
mon tact, but he shoidd not always trust his memory. 
Many salesmen carry a note book or small card index 
system of keeping these important facts for ready refer- 
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ence. One salesman always records the first name of hia 
customer's son, or some other person the customer is 
interested in. He finds that a simple question as to 
how **Henry" or ''George" is getting on seldom fails to 
make a hit. The value of keeping a record of ''contract 
facts" can hardly be overestimated for use in connection 
with correspondence. 

It is this that gives the note of individuality, of per* 
sonality, which is bound to appeal to the customer. The 
buyer is likely to sit in his office the year round and 
make his purchases from a dozen or twenty concerns. 
He meets the salesmen of these relatively few houses, 
and remembers each and every one of them, and can 
probably call their first names without a second's 
thought. The salesman, on the other hand, "makes'^ 
hundreds of towns in different counties and states, and 
sees dozens of strange faces every day. Naturally, he 
cannot keep in mind the details of every past conver- 
sation with all these men, nor the particular interests 
of each. Here it is that the little record, the automatic 
reminder, reveals its immense value to him. 

If a record of personality facts is helpful to the 
salesman himself when he calls and in his correspond- 
ence, it is absolutely necessary for the house corre- 
spondent who wants to inject a telling personality into 
his letters. Therefore, even if the salesman could re- 
member the respective personalities of his trade, he 
should make his record complete in this respect for the 
use of his selling partner at the home office. This kind 
of cooperation between the salesman and house corre- 
spondent is extremely important, because, other things 
equal, the selling power of a letter is in direct propor- 
tion to the writer's knowledge of his prospect. Unless 
the correspondent gets out and visits the trade peri- 
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odicallj, he is dependent for this information on the 
man who does have personal contact. 

Thns mail and personal sales cooperation paves the 
way for a personal call, conserves the salesman's time bj 
educating the prospect in advance, reinforces his visit 
and keeps up interest between calls. It gives the house 
a chance to maintain a point of contact with customers 
other than the mere routine in connection with filling 
orders. In a hundred other ways correspondence maj 
be made to supplement the canvass of salesmen hy bring- 
ing in more business direct by mail, as well as by (srea^ 
ing prestige that the salesman may capitalize. 



^ 



1^0 BUSINESS iff inmnmefrom eomplmnU, ha iks frth 
^^ gre$9i9e manager ainu to hold down kit Io9H9 iy adjur- 
ing §99ry gritwmoe promptly and $atufaetoTily. U9uaU§ 
H iff afar better investment to eatUfy one old customer* e claim 
than to spend the same amount cf money locating nets pros- 
pects. And it is a better adsertisement, for the assuranoe 
that a house stands baeb qfiis goods is a powerful wuiguei w 
pulling orders. 
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LEGAL DANGER POINTS IN 
CONTRACTS BY MAIL 



By Frank C. lIcKinney 
Of the New York Bar 



WHEN is a business proposition that is mailed or 
''wired" legally presented? When, and under 
what conditions, is the communicated acceptance or re- 
fusal binding! Few business men can answer o£Qiand 
these simple but pertinent questions, although countless 
thousands of contracts are made throu^ the post office 
and over the telegraph wires. 

Those who enter into agreements by these methods 
should keep in mind certain principles which the courts 
apply when called upon to settle disputes that grow out 
of such contracts. Although there has be^i some conflict 
of legal authority on many of the questions involved, it 
is possible to omit nice legal distinctions and emphasize 
the fundamental rules by which controverqr may be 
avoided. 

Suppose a firm in New Orleans writes to you offering 
one hundred bales of cotton at twelve dollars a bale. 
You reply by return mail accepting the oflfer, but your 
letter is lost or delayed. In the meantime the firm in 
New Orleans has sold the cotton and cotton has advanced 
to fifteen dollars a bale. Do you lose your contract sim- 
ply because the firm in New Orleans did not receive your 
letter? No. The contract was legally complete when 
you placed your letter in the mail box. You could com- 
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pel the New Orleans firm to famish the cotton at twelve 
dollars a bale because the offer was made by mail and 
therefore an acceptance by mail is legal. The contract 
became effective when yon communicated your accept- 
ance to the post office, which was the agent in trans- 
mitting the offer. The New Orleans firm took chances 
on the loss of your acceptance. It follows, tilierefore, 
that after a letter of acceptance is mailed, the contract 
to which it refers cannot be revoked or changed by a 
subsequent letter. If an offer by letter is accepted in 
its exact terms by return letter, neither the offer nor the 
acceptance can be revoked by a telegram. 

CIRCDMSTANCES under wkich your acceptance of 
an offer by letter or teUgram becomee Ugaily a con'- 
tract — te$t easee thai are precedents in court. 

The act of depositing a letter of acceptance in a post 
office or a mail box is sufficient ''mailing." The de- 
livery of a telegram at the office of the telegraph com- 
pany makes the contents binding. But delivery to a 
postman who is not the agent of the post office to re- 
ceive letters is not ** mailing" within the meaning of the 
law. Needless to say, delivery of a letter to an office 
hoy or messenger is not legal mailing until the message 
is deposited at the post office. Consequently, if a revo- 
oation of an offer is received while the messenger is mak- 
ing his way to the post office, there is no contract. De- 
posit of a letter in a mail chute is legal mailing. De- 
livery of a telegram to a messenger employed by the 
telegraph company makes the message binding. 

He who makes an offer by mail or telegraph can fully 
protect himself by stating in the offer that only the 
receipt of a letter or a telegram shall constitute a proper 
acceptance. The burden of completing the contract ifl 
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thus thrown npon the party to whom he makes the offer. 
The offer can be made on condition that the acceptance 
is received in a certain manner and before a certain 
time. The receiver of an important offer may fortify his 
acceptance both by letter and by telegram. 

Private boxes^ pigeon holes and letter receptacles may 
conceal future difficulty unless they are properly cared 
for. When letters are slipped through a notch in the 
door and allowed to fall promiscuously on the floor, 
often among boxes or desks, a firm need not be surprised 
if a valuable contract goes astray or if they are held to 
an offer which has been forgotten. 

A theatrical manager sent a proposal in writing to an 
actress, engaging her services for a year. She signed an 
acceptance and placed it in the private box at the en- 
trance of the theater. The manager never received it, 
and employed some one else. The actress wrote to the 
manager for an explanation. He informed her that she 
had not accepted his offer. The contract was complete, 
said the court, when the actress complied with usual or 
even occasional practice by leaving the acceptance in a 
place of deposit recognized as such by the manager. The 
actress was able to recover wages under this decision. 

Difficulty frequently occurs in binding contracts by 
mail or by telegraph if the acceptance is in terms 
slightly different from the offer. It is easy to forget 
that an acceptance in terms slightly different from the 
offer, either as to time, place, quality or quantity, is not 
valid and that the person who made the offer need not 
honor such an acceptance. 

Henderson lived about two miles from Harper's Ferry. 
Nelson operated a mill at Mill Creek, twenty miles from 
Harper's Ferry. When Nelson's wagon stopped at 
Henderson's house, Henderson handed the driver a let- 
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ter which contained an offer to purchase 300 barrels of 
flour at $9.50 a barrel. A postscript to this letter read : 
** Please write by return of wagon whether you accept 
my offer." The wagoner did not return to Harper's 
Ferry, but Nelson wrote a letter addressed to George- 
town, accepting the offer. When he attempted to deliver 
the flour, Henderson refused to receive it, because Nel- 
son had not accepted the offer at the place and in the 
manner directed. The courts upheld his refusal Not 
only had Nelson disregarded the designated manner of 
acceptance, but he had accepted at a different place. 
The contract would undoubtedly have been declared 
valid had Nelson accepted at the place designated and 
within a reasonable time. 

FOLLOW exactly the condiiioni imposed bp the offer 
— oihertriset the edler may find a loophole Ikrough 
whid$ to eeeapefrom an undeeirMe eontract. 

If the offer requires acceptance by return mail, this 
provision must be followed. Taylor held Clayton's note 
which went to protest on October 23. On October 27 
Taylor wrote Clayton: **If you will send me a draft on 
New York for the amount of your note, I will send it to 
you on receipt of the draft. Let me hear from you by 
return mail." This letter was received by Clayton on 
the 28th of October, but he delayed sending a draft 
until November 3. The draft was received by Taylor 
November 5, but he had already made preparations for 
suit, and proceeded on November 6. He refused to ac- 
cept Clayton's draft unless the costs of the suit were 
paid also. Although two holidays intervened, the court 
decided that since Clayton had permitted four days to 
elapse before replying, he was not entitled to benefit 
from Taylor's original offer. 
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The difficulties which may arise when propositions 
and counter-propositions are made by mail and by tele^ 
graph are numerous. Sanders wrote to a fruit company 
offering to supply them with ten carloads of apples in 
good order. The apples were not to be over one-half 
green. The first car was to be delivered between the 
first and the fifteenth of December, the second between 
the fifteenth and the thirtieth, and one every ten days 
thereafter. The offer was to be accepted not later than 
October 31. The fruit company replied by telegraph 
that it would accept, provided the offer was changed to 
read, *'A car every eight days after January 1, none in 
December." To this conditional acceptance, Sanders re- 
plied, '*No." The fruit company replied that it would 
accept the offer only on the conditions which it had 
stated and on November 4 wrote that it regretted it 
could not accept the original offer, but added, **If you 
will change the contract so as to read as we wired you, 
we will accept it and forward a draft in payment." 

Sanders then replied by telegraph, ''Letter received. 
Will accept conditions. If satisfactory, answer and will 
forward contract." To this the fruit company replied 
by telegraph, *'A11 right, send contract." 

Sanders sent the contract prepared in strict accord- 
ance with the conditions named in the letters and tele- 
grams, but the fruit company added other terms, appar- 
ently mutually understood, regarding the kind and qual- 
ity of the fruit and the manner of shipment. Difficulties 
followed; the shipment was refused and a law suit re- 
sulted. The court held that Sanders was entitled to 
recover on his contract, for it was complete and binding 
when the conditions first imposed by the fruit ccmipany 
were accepted. The telegrams and the correspondence 
determined the contract, and the fruit company was 
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held to have no right to add farther provisions, no mat- 
ter how trivial. 

Although an offer may be conditional upon acceptance 
by return mail or within a reasonable time, the one who 
makes the offer should not forget that he may waive the 
conditions. He may either by word or by act disregard 
the conditions which he has imposed and make a con- 
tract binding long after the allotted time limit has 
expired. 

On October 30, Hackley wrote to Qillman as follows : 
"We will send you one or two hundred tons for $4.50 
per ton delivered in Albany, if you will give us your 
order now.'' Qillman delayed answering until Novem- 
ber 3, when he replied, ''Will you make me any better 
price if I order four hundred tons?" Hackley did not 
reply. The delay was a virtual refusal, and Hackley 
was under no obligation to give further attention to the 
matter. Gillman then wrote, on November 6, *'You 
may send me 200 tons at $4.50 as late as you dare wait 
before the closing of the river." Hackley replied, stat- 
ing that he hoped to fill the order, but that he was not 
certain whether he could because he had lost a number 
of vessels. He promised, however, to do his best to get a 
boat. 

He failed to secure a boat and Gillman went to court 
The judge decided that Hackley was not bound by his 
offer of October 80 beyond a time sufficient to enable 
QiUman to accept; that the terms of the offer, ''if you 
will give us your order now," required an acceptance 
by return mail ; but that the subsequent acts and state- 
ments of Hackley showed a waiver on his part of the 
conditions of acceptance ; and that there was, therefore, 
a valid acceptance of the offer to sell two hundred tons 
at $4.du. 
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An acceptance of an offer by mail or telegraph which 
varies, even slightly, the term of the original amounts 
to a refusal and becomes itself an offer. 

As a general rule the courts have not placed a re- 
fined, superfine meaning upon the words of the offer. 
If the acceptance adds immaterial terms to the offer or 
merely states matters which were understood between the 
parties, it is still a valid acceptance ; but when the ac- 
ceptance varies the essential elements of the offer, it is 
not valid. 

MAKING a eontract requires knowledge qf all Ike 
eesetUial points — your own judgment wHl then 
warn you of dumges thai invalidate, 

Norton wrote Mandol and C!ompany on February 20 
as follows: '*I will take 10,000 blue Welsh fire brick at 
$24 per thousand, upon the opening of navigation on the 
Hudson. Let me know if my order is accepted.'* Man- 
dol and Company on February 23 replied, **We thank 
you for your order of February 20, for 10,000 blue 
Welsh fire brick at $24 per thousand on dock at New 
York City upon opening of navigation." 

It will be observed that, in accepting the offer, Mandol 
and Company added '*on dock at New York City.'' The 
question was raised whether or not this was an accept- 
ance in the terms of the offer. The courts decided it 
was, because the parties must have understood that the 
brick would be unloaded on the dock at New York City. 
Generally speaking, the application of common sense 
and the use of reasonably clear language is all that is 
necessary to accept an offer in the terms under which it 
is made. The man who accepts with a slight variation 
can usually determine for himself whether or not he is 
changing the terms of the offer to such an extent that 



Digitized 



by Google 



164 HANDLING BUSINESS BY LETTER 

his acceptance is invalid. 

A contract may be accepted by acts. In other words^ 
acceptance may be implied from the acts of the i>er8ons 
to whom the offer is made. The acts which constitute an 
acceptance of an offer mnst be done to the knowledge of 
the person who made the offer. When an order for 
goods is sent, the filling of the order and the shipment 
of the goods within a reasonable time are an acceptance 
of the order and the contract is complete. This principle 
has been extended to the act of entering a school or col- 
lege by one who relies upon the offer made in the cata- 
log. An offer might, however, be revoked before knowl- 
edge of the act which amounts to acceptance comes to 
the notice of the one who made the offer. 

The following general suggestions will be of value 
when you accept or make offers by mail and telegraph: 

1. An offer by letter remains a continuing offer until 
the letter is received, and for a reasonable time there- 
after. 

2. The offer may be revoked at any time before ac- 
ceptance, but when it is accepted by the deposit of a 
letter in the mail, the contract is complete. 

3. When the contract is completed by the mailing 
of a letter of acceptance, the one who accepts is not re- 
sponsible for a delay or loss which follows. He may en- 
force his contract even if the letter of acceptance never 
reaches its destination. 

4. The acceptance must follow strictly the terms of 
the offer and must be in the manner prescribed. An 
acceptance which in any way qualifies the terms of the 
offer amounts to a refusal of the offer, and no binding 
agreement can result. 

5. Acceptance may be indicated by acts, but the con- 
tract is not complete and binding until knowledge of the 
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acts is conreyed to the person who made the offer. The 
offer may be revoked at any time before this knowledge 
is so conveyed. 

6. When making an offer by letter or telegram you 
may protect yourself by stating that it shall not be bind- 
ing until you have received notice of acceptance. The 
same result may be accomplished by limiting the time 
for acceptance. 

Keep these simple yet necessary principles in mind. 
Tell them to all your correspondents — ^to every man who 
has a letter to write that may bring you into contractural 
relations with another house. A lawsuit is a disagree- 
able occurrence in any business, and more than that, it 
is sure to drive away business. It is far easier to pre- 
pare than repair. 



tjj 



C ALES hoM been nuuU^-and loth^ ike prinUd maUer 
^ endoied wUh bunne9$ correipondmnee, A men ma$e 
efadeertieingfoldere^ eorde and bn&-<hbrae ie in iiidjnal ta»- 
pmeiee to the "proneett** unUee each item baoke up at 
meni in the letter ana hae a direct bearing on the eale, 

— O. N. ManiMrs 
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XVI 

BRINGING DISSATISFIED 
CUSTOMERS INTO LINE 

By Carroll D. Murphy 

IN THE front office of a metropolitan book store han- 
dling both call and mail business, the president 
clutched the carbon of a letter and wigwagged for the 
sales manager. 

''Read that/' he commanded. 

A complaint had been received f rcmi a woman who had 
sent stamps and a request for wall paper samples the 
month previous — supposing, of course, that the house 
carried such merchandise. But the customer had written 
twice for satisfaction and received ''an insulting an- 
swer.'* From the files the carbon copy had been re- 
quisitioned by the president to discover just how curt 
this answer had been: 



A "wooden** D«»r Madam: 

paragraph wt %ec to atata that mm knov nothinc of your 

like a dap in rtquost for samplaa and that wo aro not a vail 
the fane paper house anyway. We sell hooka and atatlonory. 

•^ When you want anythinc in our line we ahall he 

pleased to serro you. 



The sales manager glanced at the initials and then at 
the date. 

"This letter was written the last day young Hodg- 
kins was with us," he explained. *'He was working 
over-time to 'clean up.* '* 
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'*Who wrote it does not matter," the president de- 
clared. **What are you going to do about it— that's 
the point now." 

"I'll answer it," said the sales manager. *'A cus- 
tomer is never more deeply interested than when he 
takes the trouble to complain — ^never so susceptible to 
selling su^estions as when he has just received sincere 
and dignified apology for a slight which the house itself 
never intended." 

A polite note of regret, frank explanation and sincere 
apology went out in the first mail. It asked for a chance 
to prove the writer's personal interest and willingness 
to ''make up" for the customer's inconveniaice. Within 
a week the woman responded, enclosing an order she had 
been holding, she said, until she learned whether the 
firm '*did the things it advertised." 

Nothing heats an energetic person in a hurry like the 
ind^nite delay, the intangible tangle, the perplexing 
silence of a long distance misunderstanding. If, how- 
ever, your complaint correspondent once senses the value 
of promptness, frankness and generosity in handling dis- 
agreements, his letters in their groove will outclass the 
cleverest local adjuster. When the ''trouble man" meets 
closed doors and the sulks, the letter gets through, 
catches the complainant's temper cool and shames him 
into fair play. 

The first principle in complaint correspondence is to 
get the back file, study out the difficulty and work up 
your case as if you expected to take it into court. The 
next essential is to settle it "out of court" — ^informally, 
generously. That the worst tangle may have a simple 
explanation which will do away with all ill feeling was 
proved in the experience of a premium house. 

It did not begin in the front office this time. The sales 
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manager, coming in, was after the correspondent before 
his topcoat was off. 

** Where were you yesterday!" 

*'I was moving. I told you I'd be away. Remem- 
ber!'' 

**Yes," the sales manager admitted. **I remember 
now, but I tried to get you by telephone a dozen times. 
A customer called up, abused us all for twenty minutes 
and then hung up before I could rightly explain things 
to her. She has raised a club of customers to get the 
cut glass set we offer agents, but said she had been hold- 
ing the names for six weeks because she was afraid to 
order from a firm which doesn't answer letters. She's 
going to return the money, she said. Customers are all 
'kicking.' We stand to lose a nice (wrder and get a 
black eye in promising territory." 

The correspondent took the customer's name and 
foxmd her letters in the file, with his own answer and 
follow-ups. These had failed to secure the remittance 
which, by her own statement^ she had already raised. 
Comparing the address in the letter with that given in 
the telephone call, he found the initials different. Call- 
ing his stenographer, he dictated the following : 

Absolute ^* sales mt^n^fr told bo this aorninc of 

- L--.. -• y®^' Aiaappointmont at reoeiring no roply to your 
jranfenets 19 ralued inauiries of sororal weoks ago. I onoloa* 

the best attt- carbon coplea of the rtplita nailtd you on the 

iudefor you "*^ •»* l^^^^- 

to take in I an sorry, indotd. that I vas away froa ths 

anawerina a office yesterday when you happened to he in the 

~j . *; oity and called ae up; particularly as your tele- 
COfltpMUftl. phoning suggests the prohahle cause of the delay 
which has so inoonTsnienoed you. Tour name la 
the letter appears as Itrs. It. B. Smith while that 
you gare orer the telephone is Itrs. L. X. Salth. 
It seeas olear that ay letters aust hare ais- 
oarried for this reason. 

The earboB eopies will. Z trust, show you 
that our responses were as proapt as our Interest ' 
is sinoere. That the aail failed to reaeh you 
was an aeeidetit which ws ooald la ao way arold. 
Buoh as we regret it. 
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Followed a dignified, not too urgent appeal for the 
business she was holding. But not a word to suggest 
that the fault was really in her carelessness. The new 
tone of courteqr in the reply which that complaint letter 
evoked did the correspondent as much good as the club 
order which was pinned to it when he laid it on the 
manager's desk. As nearly always^ accuracy, fairness 
and patience on the part of the firm, contrasted with the 
customer's own petulance, made a friend who is still 
sending in orders. 

This efficiency and fairness in complaint correspond- 
ence depends upon your haying a well organized depart- 
ment and upon your letters being written broad- 
mindedly. 

Work with and even tor your client as well as for 
your house, is an effective rule for the complaint corre- 
spondent. 

Classified by causes, complaints may be grouped under 
four headings : 

(1) Those due to neglect or error on the part of the 
house. 

(2) Those for which the complainant is at fault 

(3) Those which are a combination of blunders on 
the part of both. 

(4) Those due to outside or unavoidable causes. 

In handling the first class, there is an advantage in 
having some one high in authority explain that the mat- 
ter has been investigated so that, while offering present 
satisfaction, the house feels that it can promise greater 
accuracy in the future. The customer who feels that 
he is constantly to have adjustments on hand is sure to 
take his patronage elsewhere. 

The complaints for which the customer is to blame 
call for a generous and conservative, but frank and de- 
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tailed statement of the situation. The important point 
to be established is that the house was not at f ault, but 
sympathizes with the customer's annoyance and is ready 
to ''help out" 

Where the blame is to be divided the house can well 
afford to assume its full share and except in peculiar 
cases which need to be arbitrated, can trust itself to the 
fairness of the average customer. Where the complaint 
includes an unfair demand upon the firm, however, your 
correspondent will have to judge his reader closely and 
suit his appeal to the case with his utmost tact and 
knowledge of men. 

Complaints due to outside sources must not be ne- 
glected, for a peculiar resentment attaches to a delayed 
shipment, a failure of the post office or a breakage in 
transit. A photographer who duplicated a mail order 
and then went to the post master personally to investi- 
gate a delay for which that service was wholly responsi- 
ble, merely stated this fact in his letter and so convinced 
his customer that he could be trusted to deliver satis- 
faction. 

Every day of delay may cost your customer money 
and your firm trade. The first rule of complaint routine 
is, therefore, to get your reply into the mail within 
twenty-four hours after the complaint comes in. This 
reply should be as ccnnplete as possible, but if nothing 
more, must at least be an acknowledgment, with some 
individual touch which proves that you are going to the 
bottom of the matter. 

When the **no money mail" is opened in a fully sys- 
tematized office complaints are usually sorted under sev- 
eral heads and given to the file clerks in charge of cer- 
tain states or certain parts of the work, such as com- 
plaints from salesmen, from dealers and in regard to 
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transportation. To each letter the clerk attaches a blank 
on which is noted the time of giving it out. 

The letter, with the attached slip, goes to a corre- 
spondent who studies out the difficulty and checks it on 
this list. 

CONTROLLING eamea of eompUnnt is not invpo^ 
aiUe if you have definiie records io guide you. Your 
"complaint maiC* is vcduahle in thai it gives you these fads. 

It is essential that house blunders be tabulated when 
they are excessive and that executive steps be taken to 
control them. For this purpose the complaint clerk 
keeps a daily tally sheet, checking the causes under a 
score of headings. At the end of the day these sheets 
can be totaled and listed in a daily report, which in turn 
will be condensed into a monthly table. These records 
contain much valuable information, not only in regard 
to friction in the organization, but also with regard to 
confusing statements in the advertising literature and 
letters, and unnecessary knots in the selling plan. In 
some offices blunders that result in complaints are 
charged against the department and against the clerk 
responsible for them, having a certain discount value 
in a piece-work or bonus system of payment. 

This analysis of causes for complaint also makes pos- 
sible a set of instructions and a paragraph or form letter 
book, which quickly gives the correspondent the correct 
tone and logic for each letter. Where the chief corre- 
spondent freshens these paragraphs and brings his plan 
up to date frequently, the routine of complaint handling 
is successfully given over to a less expensive corps than 
would otherwise be necessary. 

A complaint which appears trivial to the house is 
usually an important matter to the customer. The temp- 
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tation to get through with a complaint letter by super- 
Hcial statements is likely neither to fool your customer 
nor even to silence him. If an attempt is made to gloss 
<;ver a complaint and at the same time clinch an order, 
the irritated customer will often precipitate an expensive 
exchange of letters. The two complaint replies written 
respectively by the district and home office of a life in- 
surance company bring out these points plainly. 

The local agent for the company had lined up a pros- 
pect who, however, wished to divide his annual payment 
into two policies falling due six mcmths apart The local 
agent wrote to the district office, which, finding the case 
troublesome, answered that the request was impracticable 
and that he should sign up the insurance as it stood. 
The prospect then wrote the district office a vigorous 
letter stating that he felt sure the desired arrangement 
could be made and that it must be done before he would 
buy the policgr. The correspondent at the district office 
sent the following reply: 



UL^Aif^ ¥• h«T« already writt«a tha l«oaI acaat wltk 

/fSml IHf '••••rd t« tlil« Batt«r. It would >o T«ry uausual 

Mouiat^s^ to haadlo pollolas tlio way you snccost. Wa aarar 

•ntuS^wJ^" ^^* '"°^ rtquo»t«. Tlia appropriate way i« for 

^*''*^ JJ*"* yott to pay your first year* a proaioa and then to 

*** *]J?*V^ «ot your polioy adjusted as you wish whoa tha 

^^^iU ••ooBd proaiuM fallo duo. Wo succost that yoa aoo 

cioe not fo ^^^ looal acoat and haro hia arrance this at eaoo. 
buy. 



Instead of allowing this letter to bully him into sign- 
ing, however, the customer wrote the vice-president of 
the insurance company asking him sarcastically if he 
could see any reason why better terms could be made 
after buying the policy than before. Prom the vice-pres- 
ident's office came the following letter, clean-cut and 
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accurate in statement, phrased with the spirit of fairness 
which is the skilful complaint correspondent's chief asset : 



Notiiing voin$ Tou art quite richt in your position as 

f^tatevm^ra UlfM regard* an arranceaent of payment dates suitable 
J"f<"'»^' "*» to your Beans and conTsnience. Tliis can easily 
Jatmess, i)« done, and we are making it our business to 

learn why our district office has not acceded to 
your request without putting you to inoonwenlenoe. 

Baching up as you wish to take out #2,000 as a fifteen 

kis decision Vt^J life policy and #3000 as a twenty pay endow- 

•ni*k ««B«nW«. Bent, the one to fall due in May and the other in 

wuntmmmv- October, you hare only to add to your first 

ateaaxustment annual preaium of #177.42 the sub of #11.29 tens 

ofthetchole insurance on the second policy froB now until 

^^ October 12, and thereafter pay the annual preBium 

'''^' of #79.18 in Kay and #98.24 in October. 

We are forwarding a earboa eopy of this 1st- 
tsr to our district office with directions that 
they shall send without further delay to Mr. 
Bishop, our local agent in your city, all the 
necessary data and papers to gire the insuraaee 
you wish. 

To interrupt a man when he is asking satisfaction for 
which he has paid is as discourteous on paper as in con- 
versation. To interrupt him with sales talk is to clinch 
a grudge. No tactful correspondent will imagine that 
the complainant who is silenced is won over, or that he 
can be sold across the barrier of dissatisfaction and dis- 
courtesy. It is the correspondent's first duty, not to 
sell, but to get rid of that barrier once for all, so that 
trade can resume without hindrance. 







nPHE proper handling of a complaint turns it into an adifer' 
^ Osement no matter whether it is taken up in the qffiee, 
the store, the factory or by mail — the princijie is the same. 
In the hands of a diplomatic adjuster, it becomes a basis 
upon which to buHd business. It offers the house an oppof" 
iuniiy to get in dose touch with the customs, 

— ^William W. Loomis 
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HANDLING COLLECTIONS 
BY LETTER 

By Wheeler Sammoiis 

HAVE you ever followed one of your collection let- 
ters in your mind and watched its reading in your 
debtor's house or oflB.ce? If your statement is routine, 
he tosses it into a drawer comer to await the pay-day 
''going over,*' when the most urgent bills are pulled out 
and paid. If it is suddenly drastic, the debtor says or 
thinks, "What will he do next! I'll have to fluid out 
just how much this collector means and perhaps talk it 
over with him.'* 

Most collection letters would be unnecessary if the 
collector knew exactly where the debtor stood as regards 
the account — if the debtor knew how far the collector's 
attitude was final, and had understood the terms of pay- 
ment so as to plan ahead to meet the obligation when 
necessary. Preliminary collection letters are merely 
feelers— the sparring for an opening — ^the preliminary 
chat during which the debtor and the collector place 
each other and get down to a mutual understanding. 

Building up this understanding quickly, permanently, 
definitely, is the problem of mail collection. Therefore, 
collection rightly begins in the sales and credit depart- 
ments. The rejection of poor risks, the character study 
of charge customers, the delivery of satisfaction as well 
as merchandise and, most important of all, a defluiite pre- 
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liminary understanding with the customer as to pay- 
ment dates — ^these are the fondamental things necessary 
for an effective mail collection system. 

A collection plan is a permanent asset— or liability. 
Work it out on broad lines as a business policy ; and as 
is spreads into details of accounting, follow-ups^ state- 
ments, forms and personal letters, make sure that every 
one is a part of the collection unit, that it helps to build 
up permanent understanding between you and the cus- 
tomer. 

COLLECTION UtUrs need the ring cffrankneee and 
tnUhp and mutt be wfficienUp firm wUhotU neglect 
ing the right pereonal appeal. 

Examine ordinary collection letter groups and you 
will find that it usually takes several follow-ups to get 
to the one letter that has the ring of truth and frank- 
ness. The good collector gets this quality into his first 
letter and short-cuts formality. He puts himself in the 
debtor's place and draws on his own experience to learn 
the interests and appeals on which his letter must play. 
He adapts his credit cards, his reports from salesmen 
and agents, to tell him the circumstances of each sale, 
the customer's attitude then and since and the state of 
his finances. Along these lines he works out his requests 
for payment. 

These collection letters, individually and in series, are 
planned to do just two things: first, to show the col- 
lector as quickly as possible where the debtor stands; 
second, to impress the debtor with the collector's firm, 
unhesitating routine in dealing with accounts. 

The disposition to reason in your collection letters or 
to advance excuses of ** needing the money" indicates 
that you are ready to argue rather than to act. The 
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debtor is equally ready to advance his excuses and let tbe 
time slip with exchanges of fruitless letters. Again, if 
your letter is manifestly a mere printed form, it in no 
way suggests to the reader that you are watching his 
individual case. He feels sure that the mattter is not 
yet urgent 

In working out your collection series, therefore, first 
establish your terms of payment beyond the chance of 
misunderstanding. Then keep sight of these terms con- 
stantly and make your debtor remember that they stand. 
"Welcome the test cases which prove to your public that 
you are ready to back up just requirements with the 
law. Make a firm, definite, conservative request which 
is fair and which carries conviction. Build up a unit 
impression of your attitude towards the debt, make your 
whole collection series grade up evenly in tone, as if 
there never had been and never would be a change in 
the definite collection policy of the house. Get every 
disputed account to an agreement as to amount or terms, 
so that it will be beyond excuse or appeal. When, how- 
ever, you foresee a genuine reason for non-payment, of- 
fer your prospect leeway as a part of your policy, and 
thus avoid encouraging him to think up false excuses. 

Keep away from the letter which has no personal 
touch. Even better than the dignified letter series which 
at no point throws any obstacle in the way of pay- 
ment is the letter with the personal touch that shows an 
appreciation of your man's ambitions, makes him feel 
favorably towards you, touches his sportsmanship, coaxes 
him to pay as a matter of good credit, comfort and ad- 
vantage, rather than driving him with fear of embar- 
rassment. Revise your form letters often enough so that 
whatever personal touch goes into them may not lose its 
effect by repetition to the same individuals. 
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As soon as you have developed your debtor's position, 
get entirely upon a personal basis and make the appeal 
which you now see will bring in his money. Next to 
a remittance, the best resnlt your letter can bring is 
a definite date or definite commitment from the debtor. 
The man who answers locates himself, shows that he is 
open to reason, gives you an understanding of his situa- 
tion, recognizes his responsibility. Have your collection 
routine so well in hand that you are confident always of 
the proper step to take next. Then make your letter get 
away as quickly as possible from the formal series down 
to the personal exchange, to the recognition of the debt, 
to the partial payment, to the complete payment 

Among the most simple of collection problems is that 
of the retail store in close touch with its trade. In this 
case you know your patrons and can adapt your collec- 
tion methods to them. Stores catering to a high class of 
trade regularly show more leniency than those which are 
less exclusive, because their typical patron is thoroughly 
responsible and is a more valuable trade unit than the 
patron of the cheaper store. 

The collection series which a Southern department 
store developed is typical of the kind of series often 
carelessly used by the high-grade merchant The first 
of these letters was merely a printed notice demanding 
payment of the account because it was overdue and be- 
cause the capital was needed in the business. The sec- 
ond letter made a stronger demand without being in any 
way bound back to the first letter. The third notice also 
stood alone and was l6ss urgent in tone than the pre- 
vious one, beginning with the ironical phrase, **You will 
kindly excuse us," and carrying a paragraph urging 
further purchases. 

In revising this series, the letters were made to strike 
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as a unit, to grade up in strength and to make the most 
of the important talking points. The first letter was 
as follows: 



ThefirH letter Tou Imt* probably oT«rlook«d our aeoount 

merdu ealla against you of $21.76 which i« now oonsidorably 

Mi' ^* OTarduo. than you openad this aooooModation 

aXtentton to aooount you will raoall that our tarms were fully 

the debt, explained to you and we will, therefore, appreci- 

ate it Tory Buoh If you will kindly faror us 
with your proMpt realttanoe in line with these 
terms. 



The second letter was bound back to the first and 
took a slightly firmer note: 



The second Ve wrote you on the 16th calling your attea* 

I^Hpt inJc^ tion to your orerdue account of $21.76 and re- 

"v_*~^ Quested an early remittance. This we hare not 
a stronger yet receired. We extended this aoconmodation to 

atUtude, you with the distinct understanding that the 

account would be taken care of promptly each 
month. The account is now considerably orerdue 
and we request that you faror us with your check 
in full without further delay. 

In the third letter the advantage appeal was given 
as much play as is ordinarily allowable at so advanced 
a stage in the collection series : 



This tone of *• hare written you twice asking settlement 

fnt'rvi^f *ii>* ot your past due account of $21. 76 but you hare 

jatmesa.yei ignored both of our letters. Our terms, as 

prm ana a«- thoroiighly axplained to you when you opened this 
cided. reflects account, required monthly settlement without 
«M>/t'nM> /v>77«A. exception. Tour account is now long past due aiid 
-projHT coueo- ^^ cannot carry it any longer for you. We regret 
turn potusy, to be compelled for this reason to withdraw the 

pririlege of further credit purchases until your 
aooount is settled. By prompt remittance you 
will put us in a position to reinstate your name 
on our credit list. 



A proved practice in many concerns is to follow this 
third letter with a fourth, insisting upon payment of 
the account under threat of suit. It is important in this 
letter definitely to fix a date, thus indicating your atti- 



Digitized 



by Google 



COLLECTIONS 179 



tude and bringing the customer sharply around. It 
may well follow this form: 



The uUima' Though w« hare written you three times aekinc 

him—nav hu ^^^ payment of your aooount of $21.76 long past 

•7; j'T*' *' due, and our oolleotor has made eereral oalle on 

tKi$ aaU or you, you hare neither paid the aooount nor giren 

iarfeiiyour u« any reason for not doing «o. We no longer eare 

mf^H to delay and unleee it ic paid by the 12th, we 

vrwii*, ehall immediately place it in our attorney's 
hands for suit without further notice. 



The same plan and practically the same letters have 
been used effectively, not only by department stores, but 
with slight changes according to the nature of the busi- 
ness and the class of trade, by general stores, grocers, 
hardware stores, implement and grain dealers. 

Failure to make terms definite and conspicuous on its 
invoice was at the root of the collection troubles of a re- 
tail paint and paper house. When this fault was reme- 
died the force of the collection letter series was greatly 
increased. When the same fault appeared in the bills 
sent out by a Kansas butter-and-eggs merchant, he put 
the rubber stamp to excellent use. On the original bill 
he stamped conspicuously the words: "Terms, Cash. 
Accommodation extended to first of month only." The 
statement of balance followed on the 15th, with this 
note added: **This account is now past due. Please 
remit promptly." 

Old accounts were quickly cleared up by a grocer who 
gave concessions on long standing debts in order to get 
them acknowledged as correct and secure their immediate 
payment or a definite promise of settlement. A more 
hot-headed grocer, on the other hand, opened a collection 
letter series with an extended description of his need for 
ready money and closed it with a threat to advertise 
and sell the account— a procedure which amused and 
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angered his trade and put him in a questionable posi- 
tion under poet office rulings as to threats and libelous 
statements. A bicycle man, finding himself similarly 
loaded with a large number of very small accounts, long 
overdue, worked out a two-letter series which made a 
friendly appeal to the customer and by reminding him 
of the accommodation extended, brought in many debts 
of one and two dollars each at a profit 

Favoritism in collection efforts is often the focus of 
ineffectiveness when business relations with the debtor 
are on a friendly basis. A tea, coffee and spice house 
found a large number of unpaid accounts on its books, 
and by investigation proved that the fault lay in bur- 
dening salesmen with collection duties. This gave cus- 
tomers opportunily to exact promises and tacit agree- 
ments, and frequently new orders bought off old pay- 
ments. By taking collections out of the hands of the 
salesmen entirely and putting them strictly on the basis 
of agreement, the efficiency of the entire concern, in- 
cluding the sales force, was increased. The secretary of 
a California fraternal society faced the same problem. 
His follow-up letters had failed to bring back suspended 
members, but by thoroughly revising his series and ap- 
pealing to the motives of loyally, conv^ence and pro- 
tection, he cut and kept down the numb^ of delin- 
quencies. 

Running through the collection methods and letters 
of progressive concerns in more that a score of different 
lines are these same points of careful credit extension, 
prompt and personal follow-up and a clear-cut, out-in- 
the-open policy which establishes a mutual understand- 
ing as quickly as possible, wins the business respect of 
your debtor and puts your account high up on the list 
of payments he plans to make. 
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Manufacturers and wholesalers, as well as retailers, 
often find the letter series built on up-to-date lines their 
best collection plan. A big city commission merchant, 
having city accounts, country accounts and three branch 
houses which handled their own accounts under the 
supervision of the home office, found that his chief prob- 
lem was to insure promptness. To meet this difficulty 
he worked out a follow-up fifystem based on carbon copies 
of the original statements sent to debtors. 

This System required the use of five separate files, one 
for city accounts, one for country debtors and one for 
each of the branch houses. Each of these files was 
divided into three parts, and in every part the names 
were filed alphabetically. The first division was re- 
served for accounts charged during the previous month 
and just coming due. These required no immediate at- 
tention. The second division contained the bulk of his 
accounts, on which payment was demanded at once. The 
third division included accounts more than forty-five 
days overdue and was made the object of skilful individ- 
ual follow-up, just as the form letter efforts were focused 
especially on the second division. 

Sight drafts, rightly used, are still recognized as a 
e<mvenient method of securing payment in many cases, 
but manufacturers have found that a series of strong 
letters backing up the draft, or even replacing it, is an 
important aid in collecting slow accounts. An Indianap- 
olis manufacturer, for example, entirely omitted the 
draft with profit and cut down a series of nine rather 
weak collection letters to six, which were clean-cut and 
carried a tone of frankness and conviction. A Boston 
oorporation did the same thing, substituting for drafts 
and traditional appeals a few friendly, personal letters. 
Ixperiments quickly developed the most effective length 
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of letter and the most effective degree of friendliness to 
adopt for various prospect groups. 

In collecting payments on large single items, as well 
as on smaller bills, the tactful letter is effective, as a 
steam shovel concern learned after a thorough revision 
of its collection methods. Punctual follow-up letters re- 
flected appreciation of the customer's patronage, but in- 
sisted upon payment as a business matter. Similarly, a 
large electrical contracting company found that it paid 
to omit such phrases as ''On the 10th of March we noti- 
fied you" and get down at once to a clearly understood, 
clearly defined, inflexible policy. Another plan, used 
by a brass manufacturing company, was frankly to ad- 
vise extremely slow debtors that facts regarding unpaid 
accounts were being given to the central trade associa- 
tion office. This was used, not as a threat, but simply 
to show the customer that his delinquency was necessarily 
a matter of trade knowledge. 

The printer, the laundry man, the architect, the 
plumber, the public service company— all meet a big 
problem in that they must collect for service already 
rendered, impossible of profltable foreclosure and subject 
to many questions and disagreements. These same prin- 
ciples of promptness, friendliness and determination, 
however, have proved successful in collecting for this 
class of businesses. 

The introduction of a third party, into the transaction 
was turned to advantage by the district office of a tele- 
phone corporation in handling both city and rural ac- 
counts which had gone through the local office routine 
without success. The plan originally used was to send 
a brusque first letter demanding immediate payment 
under threat of suit but weakening down with the final 
phrase, ^'or some satisfactory arrangement made to take 
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care of the account." Between this letter, which went 
to all debtors, and a second letter for universal use, an- 
other letter was sent only to the country list. This let- 
ter made various blunders, frankly suggesting the debt- 
or's inability to pay, making a direct offer to accept 
payment in instalments and using the plea of money 
tied up in many accounts. The next letter failed to con- 
nect in any way with the previous ones and gave an im- 
pression of confusion, as if the district office had stum- 
bled on the account and was not sure whether collection 
had already been undertaken or not. The threat of suit 
was thus weakened and the phrase ** avert injury to 
your reputation" brought in a dangerous question of 
abusive language. 

Under the new plan the district office sent the same 
letters to both city and country debtors. These letters 
played to the full the prestige of the general office and 
the personal attention it was giving this particular long- 
delayed account. The first letter was filled with the 
spirit of firmness and willingness to give the debtor every 
reasonable opportunity and came as a personal message 
from the general office. It showed the debtor that the 
wish of the company was not to embarrass him unneces- 
sarily but to make him appreciate the injustice of 
neglecting his obligation. 

Following the reminder and statement of the account, 
this letter ran : 



An exeelleni I a> eonf ident that you are anxious to pay 

.•*m«mW« /«/ #&« your Just debts and that your faiZura to take oare 

example ojm ^^ this- account hae probably been due rather to 

eoUeenoniet' negligence than to any desire to aroid eettleaent. 
ier in which j^ ^ buelness obligation of thie eort, it is 

firmnee$ u only business-like for you to write us or oall 

combined toith *t once and arrange for ianediate payment. 

fairness. Our serTioe is rendered en such a close mar- 

gin that it is unfair to impose the extra clerical 
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A wggeHiide •zp«nie of handllnc dolinqaont aooouBts. Most 

/Mm<nnr^«mt of our patroM ar« thoughtful and prompt and wo 
oomjraruon. »xtondod your orodlt puroly a» a mattor of ae- 

ooBBOdation with tho f oollnc that you would soon 

take earo of the matter. 

Strong reserve Ve ehall allow your aooount to remain for 

mMuursM ^^^ ^'^* longer in the local manager' e hande, ae 

V vy *, J it ie only in extreme oaeee that we take action 
HWteaaL f rem thie office. We ehall. therefore, expect to 

receire your eettlement at the office at Worth- 

Tille on or before the 12th. 

Following this letter, a formal demand for payment 
within five days on penalty of suit was sent. The final 
touch to the force of this collection campaign was a re- 
oi^ganization of the follow-up cQrstem to insure prompt- 
ness in both local and general office routine. 

A plumber found it advisable to divide his customers 
into two classes, of whom the first were regular and re- 
sponsible patrons, while the second were transients who 
required to be put on practically a cash basis. With the 
latter class a close personal follow-up was observed, while 
with the former a first of the month statement and a 
series of form letters proved entirely satisfactory. The 
same idea of dividing customers into classes was used 
in an automobile garage. Here responsible and well-to- 
do customers received follow-up letters and collectors^ 
calls at fortnightly intervals, while less responsible 
patrons received more insistent demands for payment. 

Mutual understanding between buyer and seller is 
especially vital in collecting instalment accounts. The 
collection effort here represents practically a chain of 
sales with a payment following each. The collector, 
therefore, has an unusual opportimity to establish mu- 
tual respect early in the collection period, so that the 
matter proceeds with less friction and more promptness 
from month to month. 

The successful routine followed in one big concern 
was to make out three statements on white, yellow and 
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blue paper at the same time with the invoice. These 
were filed for sending with the proper letters at intervals 
calculated to throw the force of collection on the first 
instalment into the period before the second instalment 
came due. On the first statement this friendly notice 
was printed: 



Making paih In paying tliis aeotimt jou need not write a. 

M ..r.. .1. letter. Sisply enoloe* vaui* AXAitAn^A *ith this 

•teteaent end Mtil it. 



mentnm^, ^*^^*''* S^^P^-y enoloee your exolience with this 



The second statement contained the following notice 
conspicuously printed in red: 

Morefirmnesi Onr preTione eteteaent hee eTidently %een 

tit the second orerlooked ee we luiTa reoeiTed no reeponee. 
Idter. Please giTe tMe your earlieat attention. 

With the third statement went a form letter courte- 
ously insisting upon the understanding that each instal- 
ment was to be paid promptly on a certain date and 
suggesting that as a business proposition every variation 
from this understanding demanded an immediate per- 
sonal explanation to the company. 

The second letter came from one of the department 
lieads. Its opening paragraph was this: 

Personal of- Tour aooonat is before »e for peraonal at- 

teniumfrom tention. I find that it is oonsiderably paat due 

an cffioer. and request that you handle it at onee. 

The letter closed with a definite statement of terms 
and a specific request for payment without delay. The 
department head's signature followed over his official 
title. Debtors who habitually let their accounts drag 
usually take the first letters from the collection manager 
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as a matter of course. If, however, a department head 
of whom the lax customer has probably never heard, is 
used early in the series, an atmosphere of personal, out- 
of-the-ordinary attention is created which often brings 
in the money. A third and final letter followed, in 
which the collection manager made the payment of this 
instalment a test case. This letter opened as follows : 

A final Tou hare Tiolated your contract with as; jou 

•Mmina hare fallad to gire our repeated atateBenti and 

warmTig, reqaeita attantion. We feel that we hare aot 

been accorded ordinary buaineea oourteay by you. 



The letter closed with a definite arrangement of dates 
for payment or suit. 

Whenever the instalment is secured by a legal note, 
local or out-of-town banks can contribute much to the 
collection manager's success. A sewing machine com- 
pany has adopted this plan of collecting money on notes 
which secure its charge sales. The routine followed is 
to send each note as it becomes due to the nearest bank 
for collection and notify the customer in ample time 
that paym^it can conveniently be made there. The 
bank promptly advises the house when notes are not 
honored and the company sends the customer this 
printed form: 



Using the The bank hae Juat adriaed ue that your nota 

3%n*»l- nm n 'or $20. due on March 15. wae not paid at maturity. 

^•^ _r Pleaae adTiee ua what diapcaltioa you will Make 

ikvrd party, ©f the matter. 

At the end of five days the first form letter is sent : 



A firm first V« notified you of the non-payment of your 

IgH^ note of t20. due Maroh 15. aakinc what diapoai- 

^^* tion you would make of it. We hare had no reply 

from you. Please gire the matter your immediata 

attention. 
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The second letter, ten days later, became more em- 
phatic and was usually phrased something like this : 



Oetting Tou hare not r«pli«d •ither to tho notice wo 

prompUyto sent you or to our personal letter regerdinc non- 

ihepoinifOnd payaent of your note of $20. due Maroli 15. We 
shoinna in- auet inslet that you Bake iBBodiate payment of 

creasea firair' this note ae we oannot allow it longer to reaaln 
nets, diehonored. 

The third letter, after again allowing a ten-day in- 
terval, had this tone: 



A definite So twi the tending the faot that we hare writ- 

daletor tMui- ^^^ ^^" twioe and haTo eent you sereral notioes 

ucMcyvr vpT adTising you of your diehonored note of $20. due 

ment vnil March 15, thie note etill reaaine unpaid. Tou 

cfien bring hare not eren giren ue any reaeon why you have 

Am dnto nau ^^^ protected it. We ineiet upon your glring 

tmo www §nM,y thie your iw&ediate attention. We oannot allow 

QTOfUina. the note to reaain unpaid any longer. Your reait- 
tanoe auet reach ue by May 1. 



The fourth and final letter, after another delay of ten 
days, was in the following form : 



Use a threat Va ^re eurprieed at not haring heard f roa 

a/ mlH onlu ^^^ ^^ reply to our three prerioue lettere eon* 

vj m*viwy eerning the unpaid note. We are certainly en- 

wnen au other titled to the oourteey of a reply giving any 
muane have reaeon you aay hare for not paying thie note at 

aaturity. Under theee oircuaetanoee we will not 
earry the note any longer and unlese you pay it 
by June 16. we shall iaaediately plaoe it in 
our attorney's hands for suit Without further 
notice to you. 



SaiUd. 



In case this letter was disregarded the practice was 
to arrange for a personal or telephone conversation in 
order to get a definite understanding beyond the pos- 
sibility of vagueness as to whether extreme action would 
be worth while. 

A well organized collection department in a local 
chamber of commerce or retail merchants' association 
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can work out the disinterested, third-party advice to 
pay most effectively. When organizing an association 
or commercial club department for this work the plan 
should not be to work along the line of a routine collec- 
tion agency, but to make debtors understand quickly 
and plainly that the merchants stand together in col- 
lection work and the keeping of credit records. 

The third-party feeling secured by this method acts 
more as a credit umpire than as an active collection in- 
fluence. An association can sweep aside misunderstand- 
ings by expressing perfect willingness to umpire them 
and assuming that then no other good reason for non- 
payment can exist. A debtor has a natural desire to 
make the most of any misunderstanding upon which 
he can fall back. He is customarily either irritated or 
chagrined at being pushed to pay his bill, and, more or 
less unconsciously, eagerly uses any opportunity to ex- 
cuse or justify his delay with a misunderstanding, real 
or fancied. Once a third-party influence brushes aside 
misunderstandings he is left with no means to justify 
either his delay or further procrastination. If his sen- 
sitiveness is carefully and diplomatically considered at 
this point, he can often be induced to pay without any 
ill feeling. 

The association letters used for the collection of claims 
generally carry at the top or on the back a complete 
list of the members and officers of the association, and 
whatever by-laws or legal items bear in a persuasive 
way upon delinquency. These items should make it 
plain that failure to pay places the debtor's name on a 
register open to the inspection of all members. The 
most successful collection effort consists of dignified, 
non-partisan letters offering to play the judge if the 
debtor has any just excuse or complaint, but designed 
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to make the debtor believe as quickly as possible that 
the association has solved the problem of exacting hon- 
esty in paying debts. While by following progressive 
collection tactics^ the individual merchant can handle 
most accounts on a basis of permanent and mutual sat- 
isfaction, such an association has strong moral force in 
bringing the shifty debtor to terms. 

Whatever the method to which you resort, however, 
to make sure that the bad debt percentage is kept at the 
lowest possible figure ; remember always to take the atti- 
tude of perfect fairness; and grade up the degree of 
firmness used in the letter, as the account is recent or 
long delinquent. Consider that the majority of men 
are honest and will pay if they can, provided you pro- 
pose payment to them in a frank, man-to-man way. 
Brutal demands, and the insinuation that your customer 
is a scoundrel and wants to avoid paying his just debts, 
are sure to win you enemies; nor are they effective 
means of frightening the really bad pay. 







TMFRESS upon the mind qf your euiUmer youf desire 
^ to five kirn eemee and ffou etrike the keynote of 
forerful appeal. Adopt this idea in all your letters, and the 
wteeeage they carry wM get under hie shield cf indifference. 
Let this be me tenorqfyour words and you insure a personal 
rdation with your customers. Success %n handling customers 
depende largely upon the establishment of policies which aim 
to maintain a dose personal contact. Letters are one cf 
your most valuable aids in carrying out this purpose. 

— R. V. LuU 
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MAILING LISTS AND THE 
FOLLOW-UP 

By Harlow B. Brown 

WHY can't I do thatt" demanded the president of 
a big public service corporation of his advertising 
manager^ pointing to a striking advertisement in the 
morning paper— the work of a noted agency. 

That same day the president and his advertising man- 
ager sat closeted with the copy chief of the agency. **I 
will get you 10,000 inquiries inside of two weeks/' prom- 
ised the distinguished copy writer; **have your clerical 
fetaff ready to handle them as they come through." 

**You bring the mail and we'll handle the inquiries," 
laughed the president, and his advertising manager smil- 
ingly nodded confirmation. 

During the next three weeks eleven thousand inquiries 
flowed into that office; hundreds with each incoming 
mail. The office was completely submei^ed, and thou- 
sands of inquiries, tied in bundles, were stacked about 
the corridors to grow stale, because there were no facil- 
ities for handling them. Loss, dissatisfaction, discounted 
prestige, inevitably followed. 

To make the most of the business the mail brings you, 
or as a basis for correspondence exploitation, you must 
have, first of all, the smooth running, tested and proved 
machinery of follow-up. First, gystematize the mechani- 
cal end of the office work in order automatically to re- 
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ceive and recall to the attention of the correspondent at 
the proper date every prospect and proposition. Sec- 
ond, prepare your form letters and paragraphs to cover 
the points where inquiries bulk; classify and number 
these letters so that you can get out the mail quickly 
and have time left to plan for more business. 

MECHANICAL aids, filing devices and card systems 
thai keep tab on the prospect and bring kim in line 
forfoUoiv^p at the right time. 

The day you receive an inquiry from a prospective 
customer in regard to goods, you perhaps send a catalog 
and refer him to some particular items. In case no reply 
comes within ten days, you wish to write again and fol- 
low your first letter. At the end of ten days, therefore, 
this inquiry must come to your attention. It should 
never be necessary to go through a mass of correspond- 
ence and select the letters that must be followed; but 
in case a prospect writes before ten days have expired, 
it must also be possible instantly to locate all his corre- 
spondence. 

Follow-up systems may be infinitely varied to suit dif- 
ferent lines of business, but the principle of modem 
follow-up is simple. The lawyer, the druggist, the real 
estate dealer, the grocer or insurance agent will find 
such a systematic follow-up a real selling power in his 
letter work. 

Consider first whether the previous correspondence is 
necessary in following the inquiry. Where a single line 
is being sold there is often no need to refer to earlier 
letters, as every inquiry will cover the same article, 
and a few facts posted to the follow-up card will be suf- 
ficient for you in working out your letter. In another 
class of business, where many lines are handled or a 
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high-priced article involving peculiar conditions for each 
buyer is being sold, you will have to refer back in order 
intelligently to get out each answer or follow-up. In 
such cases the card need not carry the details of the 
transaction, but will merely cross-index the letter files 
and **call oflf" the day when reference to the correspond- 
ence is necessary. 

Where the correspondence is simple and general let- 
ters are used, however, an alphabetical system of f oUow- 
up cards can be kept so thoroughly as to avoid most ref- 
erences to previous letters. Each card contains the 
name of one customer or prospective customer, the ad- 
dress, and an information outline as to form letters and 
catalogs sent, and the points which determine the next 
move ill the follow-up. Work out the design of this 
card to fit your own letter writing and to make the most 
of what you know about your prospects. Along the top 
of the card are sometimes printed the days of the month 
from 1 to 31, and over the number corresponding to the 
date on which the card is next to have attention you 
can put a metal clip. The clips on the cards for one 
day will then be in line and can easily be taken from 
the file for attention. 

You may obtain further distinction between customers, 
prospective customers and different classes of customers 
or prospects by using differently colored cards and by 
numbered or lettered tabs in different positions project- 
ing above the card. The chief objection to different col- 
ored cards for customers and prospects is that, when 
prospects become customers, it is necessary to rewrite 
the information. A better scheme is to use for pros- 
pects a card with a small tab on the upper right-hand 
comer. When a prospect buys, the tab may be snipped 
off and the card transferred to the customer file. 
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A manufacturer of five kinds of stoves provides cards 
with five kinds of tabs, corresponding with the five lines 
the house manufactures, projecting at difl^erent positions 
along the top of the card, so that the prospects for No. 
1 fall in line (Form VIII). 

A large wholesale piano house keeps a file of pros- 
pect cards and a follow-up of ** tickler" cards. When 
the inquiry comes to the office, the name, business and 
address of the prospect are entered on a white card, to- 
gether with the source of inquiry and the number of the 
form letter to be sent in reply. By carbon paper, a 
brown tickler card (Form IX) is made at the same time 
and filed ahead to the date when additional information 
vail be sent to the prospect in case he is not first heard 



FORM VIII: These prospect cards are novel because of the tabs which 

indicate what the inquirer is interested in. Use of such tabbed cards is 

possible when the number of lines carried is small 

from. Each subsequent letter and the enclosures, to- 
gether with the date of mailing, are noted on the 
** tickler'' with a rubber stamp, and it is again for- 
warded in the date file. The white card is filed alpha- 
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betically as to town and by name in a given city. When 
a sale is made, the ** tickler" is destroyed and the white 
card from the prospect file is transferred to the **live'' 
file of customers. 
A nation-wide selling agency carries a form printed 



Bdlson Moullt, 400 Niy 30,U3. 

5?**?'-* rrr 400 •! JUL 1 1913 

ButiaMS: Smcgist* 
8our6t 19*519 



FORM IX: Thii tickler card is filed under the date ad for sending ike 

next letter. Cross rrferenees in <iher files make it possible to locate and 

remove this card if the cttstom£r orders in the meantime 

on the outside of each letter folder and here epitomizes 
the campaign. This record abbreviates research. Only 
a simple tickler card is needed in addition. The corre- 
spondent, reminded by the tickler, picks up one folder 
at a time, concentrates on the record carried on its cover, 
refers only occasionally to the contents, and dictates his 
letter without referring to two separate records or 
waiting on file clerks. This combination card and folder 
idea is especially adapted to the jobber's follow-up sys- 
tem, where the number of prospects does not make the 
files unwieldy. 

Systematically to answer the inquiries you receive 
from day to day you may either (1) note upon the in- 
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quiry the key number of the form letter needed in reply; 
(2) circle the vital point in the inquiry in blue p^icil 
and let the clerk choose the proper form, or (3) note 
the salient items in the letter upon an inquiry slip imd 
turn it over to the clerk for choice of form letter reply 
and for record. The slips go each day to the person in 
charge of the follow-up file, so that the reply can go out 
and the case can be recorded permanently on its card. 
The inquirer's name once on the card, clerks can take 
care of the rest of the follow-up. Inquiries are usually 
followed every ten to twenty days ; therefore, supposing 
the first letter was sent out on the first day of the month, 
a tab might be placed over the **10" figure on the pros- 
pect card, or the "tickler" card filed ahead under the 
proper date. Each time the follow-up card comes to 
attention the clerk notes upon the prospect card or 
folder what further literature is sent and files it ahead. 

TEST qf ih$ foUouhup comes uhen mqtnries begin to 
ofrive and your seUdion of form4eUer repliee euc' 
eeedi orfaiU to bring nifficient orders. 

Pour or five days after the posting of a large mailing, 
when hundreds or thousands of mail inquiries are com- 
ing in, your follow-up sjrstem is given its first thorough 
test. You have prospects upon whom to operate your 
selling plan ; in order to handle them it is necessary that 
you should have adjusted your method of selling to meet 
the peculiar conditions of the individual as well as the 
group. 

You may file a complete record of information con- 
cerning each prospect and his business interests. You 
may set the '^tickler'' cai*d on his trail to follow him 
with carefully planned sales literature. But this is 
not enough. You must have (Figure VII) your series of 



Digitized 



by Google 



196 HANDLING BUSINESS BY LETTER 

form letters, complete and comprehensive; you must 
have standard forms adaptable to peculiar inquiries, and 
you must have correspondents skilled in reading between 
the lines and prepared to dictate persuasive, sales-get- 
ting replies to special prospects whose situations make 
even the most skilful *'form'' a wooden shoe as to fit. 



HOWTOAN8WCR 
AN INQUIRY 




1 WIWOMAL kirrcN 



FIOURE VII: The skilled correspondent must know what kind offoUow- 
up an inquiry demands. This chart shows all possibilities, from dupli- 
cate form utters and modd letters or form paragraphs to personal answers 

There are certain prospects who will buy on the first 
letter. The buying motives of others are not even grazed 
by three or four appeals. But as the series and its off- 
shoots are mailed in succeeding instalments, you draw 
each time some additions to your buying class ; different 
lines of talk bring to your business different kinds of 
buyers. 

Frequently special attention to certain inquiries is 
necessary, even where the group of prepared forms 
seems to consider every possible prospect attitude. There 
are several neat plans of giving a form this individual 
fit. A personal postscript, dictated or penned by the 
signer of the letter and dealing with a particular point 
of contact in the inquiry, an introductory paragraph or 
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IMVOAMATIQIt I M 



«1« 
WANTS TO 



m WMITS PMNO ON « 



f laOL'A 



/•^ 



WtU. BUT iATCn 



ITS. errcfw eiwcii OH MWMMntftMM 



t (' 



MAwnx auv MTta 



LdANTArrONO 
■JMMCC T«e NMM 



FIOURE VIII: With thii index of hu selling '"formi," Ihe eorreepondeni 

rmne hie pencil down theliet to the ffroper leMer, notes ihe number on the 
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198 HANDLING BUSINESS BY LETTER 

a M-in allowed for in the form, or the typing of form 
paragraphs with slight changes has been found to serve 
the purpose quickly. 

The manager of a high-grade tailoring establishment 
received an inquiry from a retail dealer in which the 
prospect inquired if it were possible to inspect a cer- 
tain operation in the shop. One of the regular letter 
forms was used for reply, but this postscript was added : 
'*P. S. I shall be very glad to show you over our fitting 
department whenever you drop in, and will demonstrate 
any particular phase in which you may be interested.'* 

The correspondent's task in handling these numerous 
letter forms and changes so that they will be more effect- 
ive need not be any more confusing than your sales- 
man's choice of the railroad train that shall carry him 
from the office to the small town in his distant territory. 
The salesman knows in which direction he must travel to 
reach his destination, and consults the schedule of a rail- 
road which starts that way. In order to choose the par- 
ticular train that will carry him to the final goal, he 
simply runs his finger down the time table until he finds 
a train that stops at his destination. Just so, if your 
work is progressively organized, your correspondent can 
locate, by map and schedule, the particular standard 
letter that suits each inquiry. 

A large wholesale piano house has simplified its prob- 
lem in this handling of form letters by classifying the 
mail sales correspondence according to nature of in- 
quiries and to classes of goods involved (Figure VIII). 
Special forms meeting any kind of inquiry on a large 
number of commodities may be composed and similarly 
classified, like a library subject index, just as with the 
three subjects from the stock of this wholesale house. 

When the inquiry is opened in the sales department 
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FOLLOW-UP METHODS 199 

the prospect's query is usually one of a group already 
lecognized and accordingly covered by a certain form 
letter. Every form carries in the lower left-hand corner, 
next the letters indicating enclosures, a three or four- 
digit key number indicating the subject subdivision and 
special point covered. If a request comes for a player 
piano on approval, the correspondent knows immediately 
that general form **100" deals with this particular item 
of stock and that **120" has to do with the request **to 
examine." Under this class he finds letter number 
**121" — ''wants player piano shipped on approval" — 
which exactly suits the case. This choice soon becomes 
instant and almost mechanical. 

The selection of the form letter made, the correspond- 
ent notes the identification ninnber of the reply upon 
the original letter, and the rest of the follow-up is at- 
tended to by a filing clerk or a stenographer just as well 
as by the sales manager himself. Where the form covers 
completely every point in the inquiry, all that is neces- 
sary for the stenographer to do is address the letter 
and envelope on the typewriter, the type style of which 
exactly matches that used in the form. Where a change 
is made, the correspondent can arrange for it in a 
moment. 

A large mail order house in the Ohio Valley has 
adapted a similar index of letters in its collection depart- 
ment. Instead of the classification by complete letters, 
however, this concern has assigned a number to each 
paragraph that takes up an individual subject. Going 
through the customer's previous correspondence, the col- 
lection agent composes what has the final tone of a per- 
sonal letter, — designating each succeeding paragraph by 
its index number. Referring to a letter book, the stenog- 
rapher has only to copy the form paragraphs in the order 
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800 HANDLING BUSINESS BY LETTER 

indicated to complete the letter. 

After working out such a **map" of your letter field, 
it is well also to bind up a set of your form letters and 
keep them on your desk for reference. Many forms are 
not in demand frequently enough to warrant duplicate 
copies; number the original just the same and give your 
clerk a copy; it may then be transcribed as often as nec- 
essary and the proper enclosures made. The letter chart 
idea, with these added conveniences, has been widely 
adopted and has proved extraordinarily effective in sub- 
ordinating the detail to the spirit of business-getting 
follow-up in correspondence. 
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— ^Dcmald L. IQiinej 
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